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how much band saw mileage do you get? 





“Not enough!” This is the most frequent answer. Why? Our recent field 
survey shows wrong blade type or wrong specifications are used in over 
50% of band saw cutting. What's the solution? Choose one of THREE 
proven band saw blades LENOX has developed to cut rapidly, efficiently, 
and at lower costs. These LENOX blades, cover the complete range of 
today’s cutting needs. 


HIGH SPEED STEEL—wUsed on automatic cut-off equip- 
ment in full production work. This band will rapidly cut most of the 
tougher steels. 


MASTER-BAND—A special alloy steel band for standard 


THE TOOLS IN 








& MFG. COMPANY 
SPRINGFIELD 1, MASSACHUSETTS 


equipment, used in cutting at semi-production or production rates. Also 
used on some automatic cut-off applications. 


DIEMASTER— Regular metal cutting, cut-to-length bands or 
coil stock. Used for general purpose cutting or where only 1 to 2 bands 
per week are used. 


Interested in increasing your band saw mileage? Start by getting a true 
appraisal of your cutting operations. Write: American Saw, Cutting 
Analysis Department. Submit a brief description of your machine, ma- 
terials being cut, and type of operation. Recommendations and sales 
engineering help are furnished without obligation. 


THE PLAID BOX 
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Up they go-to deliver a customer's bearings on schedule. 
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You can tell the SUG!F man 
by his complete line of bearings 


Call him about any bearing need in this world—or out 
of it! His tremendous range of bearing sizes—from man- 
size spherical roller bearings to instrument bearings 
smaller than collar buttons—enables you to get most 
types and sizes from a single source. You can tie-in bear- 
ing deliveries with production schedule count-downs! 

His engineering services and assistance are far ad- 
vanced, too. Because he’s backed by application and 
research specialists—metallurgists, physicists, metrolo- 
gists, chemists—who are already probing the problems 
of using bearings in space. 


call the AUTHORIZED S&F pistrisputor first. His va- 
riety of S&F types and sizes, and his knowledge of 
bearings, make him the best bet for “space-age” service 
every time. 


MOTION ENGINEERING 


And when you order bearings for maintenance crews, Advanced ball and roller bearing technology 
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WHY BUY ON PRICE 
AND PAY MORE LATER? 


Get the final cost benefits of B&W Job-Matched Tubing 


The lowest priced tube isn’t necessarily the most economical tube. Initial 
savings can disappear with the first fouled-up delivery. Or, when produc- 
tion finds the tube lacks the necessary quality and reject rate climbs. 

For real tube savings, consider B&W’s full line of Job-Matched Tubing. 
Availability of all types, steel grades and sizes enables you to obtain 
an unbiased quote on the tubing best suited to your application. And 
delivery is prompt because of coordinated production and distribution 
facilities. For added value, B&W builds in uniform dimension, metal- 
lurgical properties, and tube quality beyond basic “spec” requirements. 
Tubes are matched to production equipment and application. The result: 
tubing that permits higher rate of output at lower unit cost. 

Want to learn more—save more? Contact your local B&W District Sales 
Office or write for Bulletin T-469. The Babcock & Wilcox Company, 
Tubular Products Division, Beaver Falls, Pennsylvania. 


THE BABCOCK & WILCOX COMPANY 





wetness TUBULAR PRODUCTS DIVISION 


Seamless and welded tubular products, solid extrusions, rolled rings, seamless welding fittings and forged steel flanges—in carbon, alloy and stainless steels and special metals 
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What's News in Chemicals... 


What comes out here depends on you... 


Enjay tailors its production to fit your 
needs. Over the years it has pioneered 
in the development of many important 
new compounds to meet the changing 
demands of the chemical industry — 
products like isooctyl alcohol, decy] 
and tridecyl alcohols, and BUTON 
resins, to name but a few. 

Latest in this series is new Enjay 


ENJAY CHEMICAL COMPANY 


hexyl alcohol. Of particular interest to 
vinyl plastic compounders are the 
phthalate esters of hexy] alcohol. Their 
good solvating properties make them 
highly efficient as calendering aids. 
Hexyl alcohol has other important 
applications as a raw material for 
flotation agents, lubricant additives, 
degreasing fluids, brake fluids and 


5H PETR FiEMIS 


TRY 


A DIVISION OF HUMBLE OIL & REFINING COMPANY 
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agricultural chemicals. For speci- 
fications on the full line of Enjay 
alcohols, or other high quality 
chemicals, write to Enjay, 15 W. 
51st Street, New York 19, N.Y. 
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... With America’s underwater nuclear fleet. In building up today’s nuclear fleet, Electric Boat Division 
of General Dynamics Corporation took to the air. To meet exacting production schedules, the atomic 
submarine shipyard often utilized Emery Air Freight’s speed and reliability to make on-time deliveries 
from suppliers. Emery Air Freight has been part of Electric Boat’s operations for the past five years. 
Emery gives same day or overnight delivery anywhere in the nation. Now you.can go far and wide 
for new suppliers to shop for the best at minimum cost. Plan now to take advantage of the speed and 
reliability of Emery by specifying “Ship Emery Air” on shipments from your suppliers. 


Call your local Emery man, or write... 


i EMERY AIR FREIGHT 


801 Second Avenue, New York 17, New York Offices in all principal cities. 
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Larkin Coils feature Wolverine Tube 
in HUMI-TEMP units 


Electro-tinned seamless copper tubing manufactured by Wolverine 
Tube, is one of the important components used by Larkin Coils, 
Inc., in production of its Humi-Temp units for walk-in coolers, 
cold storage rooms and allied installations. 


Larkin, one of the best known OEM names in the refrigeration and 
air conditioning industry, features Wolverine light wall special 
temper tube in fabrication of its exclusive Cross Fin Coils, as well 
as in suction and liquid lines. 


In addition to meeting Larkin’s high standards of quality, Wolverine 
tubing for this application is manufactured to ASTM B-75 
specifications. Each foot is rigidly quality controlled throughout 
the entire manufacturing process—each tube is made the Wolverine 
Tubemanship way to give maximum performance under the 
toughest operating conditions. 


If your company uses copper, copper alloy or aluminum tubing, 
why not specify Wolverine, as does Larkin and other leading 
American companies. For complete information about the products 
and services of Wolverine Tube, Division of Calumet & Hecla, 
Inc., write for a free copy of the Wolverine Tubemanship Booklet. 


Ls Calumet Hecla, Inc. 


Dept. 0, 17250 Southfic Rd., Allen Park, Mich. 


WOLVERINE TUBE 
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PLANTS IN DETR ANT JR, ALABAMA 


PAL CITIES 
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Durables Show Strength 
In Business Pickup 


Steel Output Is Close 
To Year-Ago Figure 


The Federal Reserve Board's In- 
dustrial Production Index ad- 
vanced three points in May to 108 
(1957—100). Once again, the 
recovery was strongest in durable 
goods. 


Juty 3, 1961 


Pulse of Business 


Pie strength of the economic recovery was again demonstrated 
when the Federal Reserve Board’s Industrial Production Index 
jumped three points in May to 108 (1957—100). The gains were 
widespread and—as in April—durable goods improved more than 
nondurables. 

Durable goods stood at 102.8, up 4.1 points from April, while 
nondurables at 115.4 were up 2.1 points. However, durable goods 
output is still a full 4 points under last May, while nondurable 








production is slightly ahead of the May 1960 figure. 


Steel output has come within 3 points of May 1960, but it is 
apparent that inventories are beginning to build up. All metal 
fabrication categories, particularly automobile production, have 
been at rates that are somewhat below the rate of output for 
iron and steel. 

Motor vehicle and parts production in May was still 14% under 
the year-ago figure, even though there was a strong resurgence of 
car sales during the month. In June, car sales fell off by about 
10% from the previous month and were a full 15% under June 
of 1960. 








Inventory build-up, although moderate, has caused some price 
softness in durable materials. Allegheny Ludlum Steel has re- 
duced prices on certain stainless steel sheet products by paring 
extra charges. Inland Steel Company, following an earlier move 
by United States Steel Corporation, has withdrawn prices on 
concrete reinforcing bars. 

Further evidence of inventory build-up was seen in moves by 
U.S. Steel and Bethlehem Steel Corporation to reduce hard-drawn 
wire prices by $10 a ton to West Coast customers, and in a cut 
in wire rope prices by U. S. Steel. 





Aside from concrete re-inforcing bars, the price structure ap- 
pears to be firm on carbon steel items. The steel trade, however, 
is aware of overgrading some items at no extra cost, indicating 
that mills are not getting premiums for better quality. Rather 


Industrial Production Climbs 3°. 


Fed. Res. Index 1957==100 
adjusted for seasonal variation) 
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One-Carrier 
‘Direct Service 


ends their 
shipping worries. 
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No divided responsibility on 


service between points served by 


D-C’s 10,814 mile coast-to-coast system is 
under single-company ownership and manage- 
ment. This one-carrier control and one-carrier 
handling avoids delay—speeds your ship- 
ment, large or small, to on-time delivery— 
makes tracing quick and simple. 


Let D-C end your shipping worries... 


DC 


D-C is responsible for your shipment 
from pick-up to delivery, coast-to-coast 
or to a nearby city. Safe arrival is as- 
sured by experienced personnel and 
the latest in equipment and facilities 
ALL THE WAY! 


,Always ship D-C—the Dependatle Carrier 


DENVER CHICAGO TRUCKING CO., INC. 


the ONLY direct coast-to-coast carrier! 
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PRODUCTION 


than place the items in inventory, they are de- 000 Net 

livering higher grades at regular prices. Tons 
While this may indicate some softness in 11600 

the price structure, it does not necessarily 10900 

mean a general price cut. On the other hand, 10200 

the possibility of a price rise in steel later in 9500 

the year has been minimized. 8800 

8100 

Price cuts were also made in the paper field. 7400 

International Paper Company announced a 6700 

10% reduction in unbleached kraft liner board 6000} icon ron & Stoo! inetitte 

for customers east of the Rocky Mountains. 5300 
In soft goods, however, prices are firming. 

Rayon carpet staple went up one cent a pound, 

and leading mills raised the price of worsteds 

and worsted-synthetic blends by 10 cents a 

yard. The hike in worsted was the second 

this year and raises the price 25 cents a yard 

over the level a year ago. 











Government activity, of course, is contribut- 
ing substantially to the rate of economic re- 
covery. In the first quarter, total government 
purchases of goods and services were at an F.W. Dodge Corp. 
annual rate of $104.7 billion—an amount equal 1947-49=100 
to about 21% of gross national product. State 
and local expenditures, at $50 billion, were 9.4% 
above the level of the first quarter of 1960, and 
federal spending, $54.7 billion, was up 5.5%. 

A question now being asked is whether the 
federal government intends to further extend 
its influence on pricing of industrial products. 
After months of negotiation, Westinghouse 
Electric, Allis-Chalmers, Federal Pacific Elec- 
tric, and I. T. E. Circuit Breaker Company have 
agreed to sign a consent decree drafted by the 
Department of Justice that will prevent them 
from selling electrical equipment at “unreason- 
ably low prices.” General Electric, however, 
refused to comply and says it will take the 
case to the courts, if necessary. 








LABOR 


Bil.$ 185 
420 —a alll 93 182 
415 — - O96 179 
Fs . 3 176 
410 : 92 173 
405 — 15 470 
pees : 91 167 
395 : — 05 164 
os : : 161 Dept. of Labor 
385 158F 1947-49100 
380 ——— - _ Bc c 155} (adjusted for seasonal 
375 caaliaes a ge5 152 


Juty 3, 1961 





SOME VERY IMPORTANT ODDS...AND ENDS 


What odds will you accept that your circuitry connections perform with absolute relia- 
bility, every time you need them? Chances are you demand odds approaching 100 percent 
in your favor—you cannot afford a compromise with precision in the thousands of ter- 
minals in your equipment. 

AMP INCORPORATED has a single task: to make wire terminations 

so reliable that the is on failure at the end of your wires are zero. 


AMP makes wire terminations—15,000 solderless, snowflake-different kinds of them— 


for any circuit connection anywhere in the world, backed by 1800 patents issued or 
pending in the U.S.A. and 18 other countries. It makes the tools to apply its terminals 


to any size, shape or kind of wire. It makes these products in the U.S., and in Great Britain, 
France, Holland, West Germany, Italy, Australia, and Japan, for distribution anywhere, 
to any industry. 


For the unabridged AMP story, write for our Selectalog and Autolog catalogs. 


ANMIP INCORPORATED 


GENERAL OFFICES: HARRISBURG, PENNSYLVANIA 


AMP products and engineering assistance are available through subsidiary companies in: Australia « Canada « England « France « Holland « Italy « Japan « Mexico « West Germany 
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What the government is doing, in effect, is 
establishing a Fair Trade principle in industrial 
pricing at a time when Fair Trade at the retail 
level appears to be falling into disrepute. 

Many businessmen are now’ wondering 
whether to expect a resurgence of Fair Trade 
legislation or whether they will be greeted with 
a new series of government price actions that 
spell a radical departure from the conservative, 
hands-off trend evident in the Eisenhower Ad- 
ministration. 








A favorable attitude toward Fair Trade 
would go a long way toward soothing the ruf- 
fled feathers of retailers. The merchants have 
recently been hit with minimum wage legisla- 
tion that will make it more difficult for them 
to meet growing competition from aiscount 
stores. 

The conventional retailer, however, has re- 
ceived some comfort from a recent drive in 
many communities against Sunday openings. 
Reestablishment of Fair Trade as a pricing 
principle, with government backing, could 





prove to be a severe blow for discount oper- 
ators. 


The discounters, however, have come a long 
way since the time they concentrated mainly 
on cutting the price of national brands. They 
are now firmly entrenched and command suf- 
ficient buying power to compel many of the 
large manufacturers to cater to their needs. 

In fact, some producers have established sub- 
sidiary operations to handle discount store 
orders so as not to offend their other customers. 
Whether they can continue to supply off-price 
merchandise without an effect on quality re- 
mains to be seen. 
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is the wrong material 
ololoy-jaiale Mn dal-mcley-j ame) mm Zolli dmc] gelel 0 ot arg 


The solution to one manufacturer’s prob- 
lem on roller-end components may offer a 
clue to cutting your production costs. 


During machining of this close-tolerance 
surface, frequent ‘‘tearing’’ (asshown above) 
sent reject rate sky-high. Production was 
also slowed down, and tool life abnormally 
shortened. 


A Ryerson Metalogics specialist analyzed 
the problem and suggested a change in 
material—to Ledloy® 375, world’s fastest 
machining steel. Rejects virtually vanished, 
and with them went the other problems 
that boosted costs. 


METALOGICS PLUS VALUES IN STEEL 


The moral: take a closer look at the mate- 
rial in your products—whether problems 
are apparent or not. A different type of 
material may give you an unexpected cut 
in production costs. 


Your Ryerson representative will gladly 
help you investigate. You’ll get expert ad- 
vice and unbiased recommendations— he 
offers the world’s widest selection of steel, 
aluminum and plastics. 


Is your company taking full advantage 
of this service? 


RYERSON 


JOSEPH T. RYERSON & SON, INC., MEMBER OF THE QQ; STEEL FAMILY 


« ALUMINUM «+ PLASTICS « MACHINERY 
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Straws in the 
Trade Wind 


> EQUIPMENT LEASING TO INCREASE— 
The volume of equipment leasing will hit $6 
billion in 1970—three times last year’s volume 

says William P. Mallory, vice president of 
United States Leasing Corporation. Among the 
areas where leasing will show large growth, 
he says, are railroad rolling stock, automobile 
truck fleets, data processing equipment, and 
ships. 


> A BOOM IN ’62—By June 1962, the USS. 
“may well be in the midst of an economic 
boom,” says Treasury Secretary Douglas Dillon. 
The average gross national product for next 
year may be $555 billion, he says, up nearly 
8% from the expected 1961 average of $515 
billion. 


> PETROLEUM DEMAND SLOWS—Demand 
for petroleum products thus far in 1961 has 
been running slightly behind year-ago rates, 
says the National Industrial Conference Board. 
Production outran consumption in the first 
quarter —and the resulting contra-seasonal 
buildup of stocks resulted in a decline of oil 
prices. In April and May, oil imports were re- 
duced and refinery runs are now more nearly 
in line with demand. But industrial oil require- 
ments have been lagging under last year’s 
levels for the past six months. 





For the P.A.’s Hot File... 


Look for a continuation of the upward 
surge in production and sales of chemi- 
cals through the rest of this year and 
1962. Chemical volume will probably rise 
3% to 5% in 1961, says Standard & 
Poor’s, compared with around 8% last 
year. Profits are also expected to improve 
markedly in the coming months. As 
usual, there will be wide disparities 
among companies and types of products 
that will earn the highest profits. 
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> FEDERAL BUDGET HEADING HIGHER? 
—According to the Chamber of Commerce of 
the United States, the federal budget for fiscal 
1962 prepared by the Kennedy Administration 
will reach at least $90 billion, compared with 
the $80.9 billion estimate made by former 
President Eisenhower. The new deficit, says 
the Chamber, will be more than the $2.8 bil- 
lion predicted earlier. 


> HOW TO SAVE $4 MILLION—The gov- 
ernment says that it saved $4 million in the 
first five months of 1961 by awarding prime 
contracts to low-bidding small firms certified 
by the Small Business Administration. The 
saving represents the difference between the 
low bids and the next highest bids for the con- 
tracts covered. 


> DURABLE ORDERS, SALES RISE AGAIN 
— Durable goods manufacturers had another 
good month in May. Their seasonally-adjusted 
new orders advanced 2% to $14.9 billion, while 
sales increased 3° to $14.6 billion. Durable 
new business is now up about 15° from the 
January low point. 


>» BUSINESS FAILURES UP—Business fail- 
ures rose 7% in May to 1545—the second 
largest toll in the post-war perivd. The number 
of casualties in the iron and steel industry 
alone advanced 50°% from the previous month 
and exceeded the previous post-war peak set 
in January. However, dollar liabilities con- 
tinued downward for the second consecutive 
month to $80.5 million—the smallest volume so 
far this year. 


> MATERIAL HANDLING BOOKINGS OFF 
—Volume of orders of industrial material hand- 
ling equipment is off 20%, according to the 
latest monthly report of the Material Handling 
Institute. Its bookings’ index dropped 27 points 
to 109.85 (1954—100). 


> NEW RUBBER USE HIGHER—Consump- 
tion of new rubber rose 9% to 126,335 tons, ac- 
cording to the latest monthly report of the Rub- 
ber Manufacturers Association. Both synthetic 
and natural rubber use increased. 





apply the 


T&W TECHNIQUE 


to reduce cost... 
improve quality 


ALLIANCE, 
OHIO 


T & W was able to save one manufacturer 54°7, on 
the total overall cost of his part. This and many 
more such examples are the end result of T & W 
applying a modern concept of ideas and experience 
which is helping manufacturers in a wide range of 
industries to reduce parts cost and improve quality. 
Let T & W try to do the same for you. Just call or 
vrite—or send us a print. 


Sizes: 1 ounce to 500 pounds. Sizes: 3 inches by 3 inches, to 
Materials: Carbon and Alloy Steel, 60 inches long, 40 inches wide 
Non Ferrous and Stainless, Tita- and 16 inches in drawn deptt 


1, Pure Molybdenum, and High Materials: Steel, Stainless and 
Temperature Alloys (Plain or Heat Aluminum. (Blanking, forming 


Treated). - welding, sub and final assem- 
IT’S BETTER Bigk@inceae12) blies). 


TRANSVUE @« WILLIAMS 
COMMERCIAL FORGINGS AND DEEP DRAWN STAMPINGS 


Sales Offices: Philadelphia ¢ Chicago ° Dallas 
Old Saybrook (Conn.) ° Detroit ° Los Angeles 
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e Summer Lull Slows 
Nonferrous Buying 


e Dealers Offer Discounts 
On Refined Copper Sales 


Tue METAL MARKETS are entering the 
usual summer lull. Vacations and plant shut- 
downs are bound to slow down, at least to a 
small extent, the amount of buying of nonfer- 
rous metals by purchasing agents. 

Here’s how the situation currently shapes 
up in some of the more important nonferrous 
commodities : 


Copper: An’ adequate supply of copper is 
available at the current price. Compared to the 
fast pace of sales in May, last month’s volume 
was somewhat slower and easier. In fact, some 
metal trade dealers are offering discounts on 
refined copper sales—as opposed to the 
premiums that they had sought earlier. 

Domestic stocks of refined copper in the 
hands of producers fell 7265 tons to 106,982 
tons—the lowest level in eight months. For- 
eign stocks also declined 10,216 tons to 322, 
341 tons, says the Copper Institute. 


Lead: Demand for lead has been sluggish re- 
cently. Suppliers report that pricing is about 
evenly split between the flat and the average 
basis. 

Most P.A.’s believe that plenty of lead is 
readily available whenever they need it. At this 
writing, the nationwide shipping strike has not 
had any major effect on lead imports arriving 
in the United States. 


Zinc: Although purchasing of special high 
grade zinc still lags, it is somewhat better than 
it has been in recent weeks. No change is re- 


£/lb. 
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The Trend of Prices 


METALS AND METAL PRODUCTS 


ALL COMMODITIES 


FARM PRODUCTS 


Bureau of Labor Statistics 1947-49100 
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INTERNATIONAL MONEY EXCHANGE INDICATO 
Molded in Thermoplastic for Applied Research Corp., Erie, Pa. 


CHELSEA 50, Mass. 
Joseph Leader 

68 Marlborough Street 
Turner 4-3484 


DETROIT 35, Mich. 
W. J. Montgomery Co. 
16577 Meyers Road 
Diamond 1-3454 


EAST ROCHESTER, N. Y. 
Dynatherm, Inc. 

607 West Commercia! Street 
Phone: Ludiow 600-80 


KNOXVILLE, Tennessee 
Melloy Sales Inc. 

P. O. Box 3207— Zone 17 
2643 Kingston Park S. W. 
1BM Bidg. 

Phone: Knoxville 522-5911 


MILWAUKEE 13, Wis. 
John Weiland, Jr. 
7105 Grand Parkway 
Greenfield 6-7161 


ARDMORE, Pa. 
Austin L. Wright Co. 
P. O. Box 561 

1 W. Lancaster Ave. 
Midway 2-5113 


Here is the most compact and useful 
money exchange indicator you ever saw.. 
Molded in thermoplastic, the new Money- 
Matcher is smaller than a pack of regular 
size cigarettes. With the flick of the thumb 
its simple mechanism tabulates exchange 
values from 1 cent to $300 (over 2100 
readings) for currencies of the United 
States and 15 nations of Europe and the 
Continent . . . and it’s so light in weight 
that you can carry it in your shirt pocket 
without knowing it’s there. 

Office equipment dealers, camera shops, 
travel agencies, Armed Forces Post Ex- 
changes, air lines, steamship lines, pre- 
mium houses and manufacturers export- 


ing their products, welcome this simple, 
sturdy device as a real boon to the trav- 
eler. The Money-Matcher is the ideal gift 
for the armed forces and tourists. Cur- 
rency exchange rates are quickly com- 
puted for the United States, Great Britain, 
West 
Switzerland, Greece, Italy, Spain, Portu- 
gal, Austria, Holland, Denmark, Sweden, 
Norway, Israel. 


France, Germany, Belgium-Lux, 


The Money-Matcher’s 16 exchange rate 
columns, each with 134 readings, on the 
patented scroll, cover in the easiest and 
clearest way ever devised, the compara- 
tive values of every money transaction a 
European traveler might encounter. 


Inquiries Invited—A pplied Research Corp., P. O. 1316, Erie, Pa. 


Another unique product in durable, lightweight thermoplastic molded at Quinn-Berry, 
where “The Unusual is Routine.” 


WE FLY TO SERVE YOU FASTER! 


2609 WEST 12TH STREET, ERIE, PA. 
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ported in the relatively good demand for the 
prime Western grade. 

According to the latest monthly report of 
the American Zinc Institute, zinc shipments 
were the highest in more than a year. Pro- 
ducer stocks declined for the second month in 
a row. 


Tin: With the supply in the Buffer Pool 
exhausted, tin prices rose to the highest level 
since 1953 when they were affected by the 
Korean War. Stocks in the pool had been about 
10,000 tons earlier in 1961. An International 
Tin Council meeting is scheduled today to work 
out ways to meet the shortage. 


Aluminum: Many aluminum suppliers are 
eager to boost prices but are afraid that P.A.’s 
won’t stand for it. With labor costs under 
major union contracts slated to rise at the be- 
ginning of next month, the vendors feel that 
higher prices are necessary to cover larger 
wage costs. 


Wholesale Prices: The Labor Department’s 
Wholesale Price Index fell 0.3% in May to 119 
(1947-49—100). While industrial prices eased 
slightly, prices of farm products and processed 
foods registered significant declines. 

The continued falloff in fuel prices was prin- 
cipally responsible for the slight drop in indus- 
trial prices. Lower prices were also noted for 
television receivers and several paperboard 
products. However, a strong and general rise 
in nonferrous metal prices was registered. 

Other products for which substantial in- 
creases were reported include hides, skins, 
leather, and leather products. Crude natural 
rubber also continued its upward movement. 
And price increases were noted for wool, wool 
products, cotton, and silk products. 
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Pulse of Business 


More on Price Trends 
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More in-stock items to avoid delays More special: 


You get more of 


EV E RY THIN x 


when you insist on 


TUBE TURNS! 


There was never a time when known value was so important, when extra care 
was so necessary in buying components for welded piping systems. It is a 
time when you must make sure TUBE-TURN quality goes into your job, not 
merely into your specifications. 


TUBE-TURN Distributors and responsible piping contractors are glad to 
give you this assurance. They are proud to provide affidavits on any job 
that they have met your specifications to the letter, affidavits in which they 
identify and describe whatever substitutes they supply within the “or 
equal” latitude allowed. 

You get more of everything when you insist on TUBE-TURN welding 
fittings and flanges, the finest in product and service when you rely on the 
people who supply them regularly and are proud to prove it. Write for a 
copy of our new Bulletin’ 1031-G251. It’s interesting and informative 
TUBE TURNS, Louisville 1, Kentucky. © «ruge-rurn” 


and ‘“‘tt”’ Reg. U.S. Pat. Ofi 


TUBE TURNS 


Lt LOLOL OK | [ ‘F E J V. ae rR i : Corporation 


eA 








OW 
7a 2) LIFESAVER For The 
“418"/ Men Who Design Piping 


Tube Turns offers not only the most complete line 
of properly engineered welding fittings and flanges 
for utmost flexibility in planning any piping instal- 
lation, but a wealth of technical data and able en- 
gineering assistance without counterpart anywhere 
in the world. Standardizing on TUBE-TURN piping 
components saves time and trouble. 


<5 
Ce < LIFESAVER For The 


tw Men Who Buy Piping 


The world’s most complete line of welding fittings 
and flanges, over 12,000 regularly stocked TUBE- 
TURN items, permits every specification to be met 
without compromise or delay. A fully responsible 
Tube Turns Distributor is as near as your telephone 
to give prompt delivery of all your needs from one 
source on a single order. Saves time, paperwork, 
multiple checking, piecemeal deliveries and the 
inevitable problems of divided responsibil You 
save money when you standardize on TUBE-T 
piping components! 


s 


4, OY 
w, 2\ LIFESAVER For The 
“4:0°/ Men Who Install Piping 
Time is money in the assembly of a welding piping 
system. TUBE-TURN welding fittings and flanges do 





not require remanufacture or compromises... or ae POSS. Es ———— 
» ° ° rm) . ~ <j =. —_. ni onlfeer 

the delays that result from rejections. rhey are uni- pet 1) ~~ ima | a a 

form, precision-engineered for easy, time-saving in- “pe “2 a Fe 

stallation. And you can put them in and forget them ts yom y 


because they are dependable. TUBE-TURN piping 
components cost less because they save more in 
every way! 


TUBE-TURN Welding 
Fittings And Flanges Are 
Stocked By And Sold 


Exclusively Through 


Authorized Distributors. More.dependability and satisfaction 
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Why Ammonia? 


Because it costs so much less than hydrogen. In 
cylinders, less than half as much. In bulk, about 
one-fourth! 

When you’re saving as much as $10.00 per 1,000 
c.f. of atmosphere, you soon recover the cost of a 
dissociator. Then, too, consider the safety and 
storage factors. With ammonia, the only flammable 
gas present is the gas you’re using. Ammonia storage 
equipment does not present a flammable safety 
hazard. 

Dryness of the atmosphere is important, too. 
With dissociated ammonia, a dew point of —60°F. 
can be obtained without drying equipment. 
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uses Armour anhydrous 
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At Sonotone’s Tube Division, grids, con- 
nectors, plates—all metal tube components are 
passed through an atmosphere derived from 
Armour ammonia. In this cleaning operation, 
dissociated ammonia removes oxides and 
flushes out other vaporized impurities. 


Why Armour? 


Says Sonotone’s maintenance supervisor, Jack 
Richardson: ‘‘We know from ten years’ experience 
that we can depend on the high purity and uniform 
quality of Armour ammonia. Also, we know we can 
count on Armour’s expert technical service.” 


When you buy Armour ammonia, you have no 
doubts about purity. Every cylinder, every tank 
truck is tested, after filling, to make sure the 
ammonia is at least 9°.98% pure when delivered. 


Another advantage: Fast delivery from 171 distribu- 
tion points across the country. See your Yellow 
Pages for the stock point nearest you. 


AMMONIA SALES: Cylinder, Tank Truck, Transport and fank Car Service 


Armour Industrial Chemical Company 


One of The Armour Chemical Industries 
110 North Wacker Drive e Chicago 6, Illinois 
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Washington Report 





Kennedy Administration 
To Boost 
Competitive Bidding 


ry 

I HE NEW FRONTIER man- 
agement of the Department of 
Defense has agreed to increase 
the percentage of military con- 
tracts let by formal advertised 
bidding. The target figure is 
20% of total procurement vol- 
ume—up from the present 13%. 

Of greater significance, how- 
ever, is the general objective of 
the military organization to in- 
crease competition in negotia- 
tions where advertised competi- 
tive bidding is not practicable. 
A secondary aim is to improve 
the quality of negotiations. 

Thomas Morris, Assistant 
Secretary of Defense for Instal- 
lations and Logistics—in testi- 
fying before the Congressional 
Joint Economic Committee dur- 
ing a hearing on military pro- 
curement—pointed out that two 
trends have forced the military 
into negotiated contracts in con- 
trast to the more politically de- 
sired goal of formal advertised 
bidding. 

These are: 

(1) The greater complexity 
of modern military equipment, 
and 

(2) The trend toward pro- 
curement of research, develop- 
tient, test, and engineering 
services — rather than hard- 
ware for which definite specifi- 
cations exist. 

Total military spending in the 
past five years has been aver- 
aging 814% to 9% of the gross 
national product. Purchases of 
food, clothing, and other non- 
durables are relatively small in 
relation to national totals, but 
the military spends between $14 
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and $15 billion a year for major 
hard goods—representing about 
15% of the national output of 
durable goods. 

To increase purchasing 
through formal advertised bids, 
Assistant Secretary Morris says 
that the military has developed 
a new procedure known as “two- 
step formal advertising.” This 
method uses a.combination of 


How the Defense 


negotiation and formal adver- 
tising to buy equipment where 
precise design is not as impor- 
tant as specific performance 
charactertistics. 

Under this procedure, bidders 
are asked to submit designs to 
meet performance criteria, with 
no prices included. The designs 
are examined by the govern- 
ment and those which meet the 
performance requirements are 
approved. 

Bidders with approved de- 
signs then submit sealed bids 
on their own designs and the 
contract is awarded to the low- 
est responsible bidder. The Gen- 
eral Accounting Office has ap- 
proved this procedure. The De- 
partment of Defense feels that 
it should broaden competition 
and allow the government to 
buy some technical items by 
formal advertising formerly 


Department Buys 


rag FIXED PRICE 


% TOTAL 
873 








[7] cost REIMBURSEMENT 





] 











FY I95| FY 1954 





FY 1957. FY 1960 


The percentage of military cost reimbursement contracts increased 
from 12.7% in fiscal 1951 to 42.6% in fiscal 1960. Fixed price con- 
tracts on the other hand declined during the same period. 





é 
\ v 


with men who know cutting tools...i’s MORSE everytime 


MORSE as, 
' means 
iMelcwesles-th 


TRY MORSE...BUY MORSE 
SEE YOUR NEARBY MORSE DISTRIBUTOR 


MORSE TWIST DRILL & MACHINE Co. 


NEW BEDFORD, MASSACHUSETTS 


A Division of VAN NORMAN INDUSTRIES, INC. 
WAREHOUSES IN: NEW YORK 


e CHICAGO «¢ DETROIT ° 


* DALLAS SAN FRANCISCO 
22 
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Washington Report continued 





purchased by negotiation. 

This approach is not likely to 
be used in a large volume of 
military purchases. So far, the 
Air Force has applied the two- 
step approach to roughly $70 
million in purchases, and the 
Army and Navy are studying it. 

A significant area of change 
in military buying is likely to 
result from the effort to inject 
more competition into nego- 
tiated procurements. A Depart- 
ment of Defense analysis of mil- 
itary buying shows about 60% 
of procurement dollars are now 
committed in non-competitive 
negotiation. 

An inference drawn from this 
analysis is that the military 
buyers do not move early 
enough to convert single source 
buying to some form of com- 
petition. Indications are that in 
the future the military will not 
automatically award follow-on 
production contracts to the de- 
velopment contractor. 


Study Buying Methods 


Assistant Secretary Morris 
revealed that the Department of 
Defense is currently making a 
searching study of a number of 
procurements placed with a 
single source supplier as a fol- 
low-on to a development con- 
tract placed with the single 
source. 

Another Department of De- 
fense approach will be statisti- 
cal, yielding a complete break- 
down of contracts according to 
whether they were let with or 
without competition. In addi- 
tion, the statistics will reveal 
whether the competition was on 
a price or technical basis. 

The Defense Department 
maintains that the quality of its 
procurement personnel is high. 
Its present effort along these 
lines is geared toward improv- 
ing the management of person- 
nel, policies, and procedures. 

High on the list is increased 
emphasis on the training of pro- 
curement personnel. In the past, 
the military departments have 
had separate training programs. 
A proposal now under consider- 
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ation is that a unified training 
program in procurement be de- 
veloped. 

Assistant Secretary Morris 
explains the proposal this way: 

“Since the elements of good 
procurement are common to all 
the military departments, we 
have concluded that common, 
unified training will produce 
better trained procurement per- 
sonnel, at less cost.” 


Controlling Costs Better 


Two approaches by the mili- 
tary toward getting more us- 
able hardware per dollar spent 
are: (A) better control over 
reimbursable costs paid to con- 
tractors and (B)_ simplifying 
specifications to eliminate un- 
necessary and overly expensive 
features in end items and com- 
ponents. 

The problems of control over 
reimbursable costs have been 
compounded by the policy of 
concurrency—under which pro- 
duction is begun before develop- 
ment is completed. Concurrency 
is recognized as a highly ex- 
pensive approach. But it is a 
part of the price of putting new 
weapons into operational inven- 
tory in the shortest time. 

Military procurement officials 
are proceeding on the theory 
that it is possible to apply some 
of the cost control features of 
the fixed price technique to cost- 
reimbursement contracts. For 
example, they want to reward 
good cost performance through 
greater profit incentives, while 
penalizing substandard or poor 
performance through a reduc- 
tion in profits or fees. 

One of the many projects that 
are in a study phase in the De- 
partment of Defense is “Project 
103.” This project is aimed at 
developing a positive profit in- 
centive in cost-reimbursement 
contracts. 

The second approach to cost 
reduction is value analysis— 
which attempts to eliminate ex- 
pensive and sometimes ques- 
tionable characteristics called 
for in specifications. — A. N. 
Wecksler 





POKER? Play to win! 


How would 
you play this hand? 


Raise? If your 3-of-kind are 
nines or lower, yes. Four times 
in five your hand will be high 
before the draw, but protect 
it. If the 3-of-kind are tens or 
better, don’t raise until after 
the draw. You want customers. 


Here’s a sure 
winner from FORD: 


Sherman C-8 Bobcat power digger 
—master of the bell hole. 


From one quick-set tractor posi- 
tion, the Bobcat digs clean, straight- 
sided bell holes faster and cheaper 
than any other unit on the market. 
Close-coupled to tractor, excellent 
for work in close quarters. 


The Bobcat’s a master of the small 
hole, too. Digs 5 feet deep with a 
surface opening as small as 48” in 
length. Get all the details from your 
Ford Tractor Dealer, or write: 


Tractor and Implement Division 
Ford Motor Company 
Birmingham, Michigan 


TRACTORS 
EQUIPMENT 
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OTHER T-MARKED SPECIALS 


SPECIAL “J” SPEED NUT cuts 
production time in half for a 
major gas range manufacturer. 
Simplified right-angle panel or 
brace attachments fora variety of 
appliance,cabinet,and instrument 
applications. Live-spring tension 
means a vibration-proof grip. 


SNAP-IN FIXTURE FASTENER 
developed specially for Imperial 
Lighting Products Co., trimmed 
80% off lighting fixture assem- 
bly time. Once fastened to the 
ceramic socket, this unique 
SPEED NUT snaps quickly into the 
fixture base...replaces three parts. 


A Tinnerman T- Marked Original... 


Dual SPEED NUTS* open door | 
to 20% savings on as-assembled cost 


Gibson refrigerator door hinges are held in place with new cost-cutting, 
time-saving twin-type SPEED Nuts. They replace “4¢” plate hinge 
retainers which had to be drilled and tapped for machine screws. 

Gibson Refrigerator analysts estimate that special twin-type SPEED 
NuTs save 14% on the cost of each hinge retainer assembly, 20.5% 
on the as-assembled cost. Labor is reduced by half. Former problems 
with cross-threading and stripping are eliminated... SPEED NuTs and 
A-type screws go together naturally every time—and faster! 

The T-mark of quality and dependability identifies the more than 
10,000 variations of SPEED Nut brand fasteners. From this unlimited 
selection come many saving opportunities for you. Ask your Tinnerman 
representative to arrange for a free FASTENING ANALYSIS of your 


PUSH-ON SPEED NUT anchors 
latching bars on steel desks, 
reduces material and assembly 


product. An engineering service that may produce similar savings for you. 
You'll find Tinnerman under Fasteners in your SWEET’s Product 
Design File and in the “Yellow Pages.” Tinnerman Products, Inc., 


costs by 50%. Push-on SPEED 
NuTs can be attached on studs, 
rivets, or tubing in a split second, 


and eliminates need for threaded 


Dept. 12, Box 6688, Cleveland 1, Ohio. parts... saves time and money. 


TINNERMAN 


Look for the Tinnermon“T” 


CANADA: Dominion Fasteners Ltd., Hamilton, Ontario. 

GREAT BRITAIN: Simmonds Aerocessories Ltd., Tre- 

forest, Wales. FRANCE: Simmonds S.A., 3 rue Salomon 

de Rothschild, Suresnes (Seine). GERMANY: Mecéno 
Simmonds GMBH, Heidelberg. 
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NOW WE ARE UNITED 


AIRLINES 


NEW UNITED ROUTES 


Previous United Route 
@mmm Previous Capital Route 


Now United offers one airline service to 117 U.S. cities, 
including the 103 top markets, coast to coast and in Hawaii. 
And United serves more U.S. cities by jet than any other 
airline...with the world’s largest jet fleet. For your next 
shipment, call your Freight Forwarder or your nearest 


United ofhce. 


WORLD'S LARGEST JET FLEET 


KNOWN FOR EXTRA CARE 
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lighter and more ma- 

is. The SIOUX COCL- 
ace work; the SIOUX 
extra heavy duty work. 


(1270) 
ity electric grinder is an 
Saver for heavy grinding 
and for weid removal, 





SOLD THROUGH DISTRIBUTORS IN U.S. C*4ADA AND OVERSEAS. 


FIND YOUR NEAREST U.S. DISTRIBUTOR PNLER “TOOLS. ELECTRIC” 
IN THE YELLOW PAGES. 


a AIR & ELECTRIC IMPACT WRENCHES + DRILis 
¢ SCREWDRIVERS » NUT RUNNERS - SANDERS 
* GRINDERS 4 ELECTRIC POLISHERS » FLEXIBLE 
SHAFTS ©) PORTABLE SAWS « VALVE GRINDING MA- 
CHINES 4 ABRASIVE DISCS 





ALUMINUM 


PIPE 

TUBE 
HOLOBAR 
FITTINGS 
REYNOTUBE 


in stock... 


We are continually expanding 
our Aluminum stocks to pro- 
vide the widest possible selec- 
tion and fast efficient service. 


Write Dept, N-7 for stock list. 


C.A.ROBERTS CO. 


Sfoet EAbuminum Tube Speciatists. 
240i 25th Avenue, Franklin Park, lil. e GL5-6400 
6 warehouses serving the middlewest 


CHICAGO © DETROIT * INDIANAPOLIS 
ST. LOUIS. © TULSA « N. KANSAS CITY 
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Letters To 


The Editor 





STRONG EDITORIALS 
Dear Sir: 


[ have come to enjoy editorials 
that always are well prepared 
and have strong points—well de- 
fined points. 

Paul Farrell’s wording excels. 
I was especially attracted to the 
sentence in the first para- 
graph of the April 24 editorial, 
‘nothing 


final 
improves salesmanship 
like good buying.” 
An excellent retort. 
Paul Hummel 
The Aircraft 
Dania, Florida 


Fitting Co. 


DIM VIEW OF INFORM-A-SHOW 
Dear Sir: 

Your editorial in the June 6th 
issue of the PurcHASING Magazine 
“Convention Daily,” published at 
Chicago, has brought into the open 
a problem that has become in- 
creasingly vexing through the 
I can well remember when 
an Inform-A-Show 
with both a hydraulic press and 
a testing machine. Crowds gather- 
ed to watch rubber molded, in- 
spect tools and then observe the 
testing of the part for characteris- 
tics. An advance letter to reg- 
istrants invited them to bring 
molds for test running at the show 
and to have parts tested. The re- 
sponse was gratifying. This is 
what an Inform-A-Show was sup- 
posed to be. 

Over the have re- 
duced our display until now we 
only show a collection of parts 
and offer literature. Lack of in- 
about ‘information’ 
made it 
this 

While a large percentage of 
the over 2000 registrants at Chi- 
cago are actually customers of 
ours, only eight visited our booth. 
We have not included people who 
came by asking if there was any- 
thing being given away or if we 
were having a prize drawing. Part 
of the problem was that our loca- 
tion, between a magician on one 
ide and a booth giving away 
soup and coffee on the other, 
kept our exhibit from getting 


years. 


we went to 


years we 


terest has 


necessary that we do 


much notice because of the crowds 
they attracted. 

Perhaps exhibitors are at fault 
also? We were interested in two 
different products and visiting the 
booths that displayed these prod- 
ucts was of no help. The men in 
attendance knew none of the an- 
swers and were only there to col- 
lect leads so that somebody with 
know-how might follow them up. 

Aboard the plane on the way 
home I indicated that we had not 
registered for the North Jersey 
Inform-A-Show probably 
would not. Howard Webster of 
Continental Can and Charles 
Messner of ITT both jumped to 
that many pur- 
chasing agents were aware of the 
situation and that their North 
Jersey Show was going to be in 
with Inform-A-Show 
protocol and that all exhibits 
would be carefully screened. Per- 
haps this will reverse the trend. 

Stanley Kogut 

President 

Mechanical Rubber Products 
Co. 

Warwick, N. Y. 


and 
assured me 


and 


accordance 


@® For comment on Mr. 
letter, see the 


Kogut's 
editorial, “Inform 


or Entertain,’ on p. 39. 


TEXTBOOKS ARE NOT ENOUGH 
Dear Sir: 

I teach industrial purchasing at 
the University of Illinois. As part 
of the requirements of the course, 
students subscribe to PURCHASING 
Magazine. This arrangement has 
proved highly satisfactory 
will be continued. 

I find, however, that there are 
many valuable articles in past is- 
sues which I want my students to 
read. I plan to reproduce these 
articles and use 


and 


them for class- 
room purposes only. 

The field of industrial purchas- 
ing is so dynamic that it is im- 
possible to do it justice from a 
textbook alone. The use of your 
magazine is a big help. 

W. A. Meinhart 
University of Illinois 
Urbana, Illinois 
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How cang J this simple fastener 
cut the cost 


of your product ? 





FRollpin aids standardization and reduces inventory 


Rollpin readily replaces taper pins, grooved pins, straight pins and 
set screws; it can be used as a locating dowel, hinge pin, cotter pin, 
stop pin or, in some applications, even as a rivet. Thus, when you 
standardize on a Rollpin you can drastically reduce the variety of 
fasteners in your inventory—save money in purchasing, storage 
space and stock handling. 











Rollpin simplifies production processing .. . saves man-hours 


When you use Rollpin you can eliminate costly precision drilling, or 
tapping operations. And there’s no need for any secondary locking 
operation—such as lock wiring or peening. That’s because Rollpin 
is a slotted tubular steel spring whose chamfered ends drive easily 
into standard production-drilled holes, compressing as driven. The 
spring tension against the hole walls retains Rollpins securely 
against severe vibration. Independent studies have shown that in- 
stalled costs of Rollpin are as much as 91% less than those for a 





dowel pin or 95% less than the installed cost of a taper pin. 





Rollpin simplifies product maintenance 


Only a drift pin or standard punch is required to remove a Rollpin. 
The slotted tubular shape and the spring action principle do not 
damage hole walls or enlarge the original hole diameter. Conse- 
quently the same pin is easily re-inserted and can be used again and 
again. Mail our coupon today for the complete Rollpin story. 











Dept. %-58-715. Elastic Stop Nut 





Corporation of America 
2330 Vauxhall Road 





Union, New Jersey 
Please send the following free 





fastening information 
C) Rollpin bulletin 
( ELASTIC STOP® nut bulletin 





a product of C) Here is a sketch of a fastening 


Elastic Stop Nut Corporation at America problem. What ESNA® fastener 





would you recommend? 





For More Facts Write No. 172 on Information Card—Last Page 
Juty 3, 1961 


Zone___ State 





Z 
_ 
n 
< 
<= 
3) 
fe 
=) 
Ay 








WHAAIDVIDNNY) (> 


ws) iV Li i Mi M ( \, 
Hr ih ihn ny Pury, 





RETURNABLE SPIDERS 

Here’s the experience of one typical user: 
“When we used small coils, we lost several feet every time 
we changed a coil. Now, using CFal Spiders, we have cut 
our waste 80%. We've also improved the quality of our end 
product because we don’t have to reset the machine. CFal 
Spiders have reduced our handling and storage problems, 
too, because you've got a lot of wire in one easy-to-handle 
package.” 

CFalI-Wickwire Returnable Spiders hold 2000 to 3000 Ibs. of 

wire in one continuous length . . . consist of a center core welded 

to a heavy base plate. Available in two standard types from our 

mills—with core diameters of 18” and 22”. 

OPERATING ADVANTAGES: Increased production, de- 

creased labor, less scrap loss, ease of handling and improved 

quality of end products. 

FIBRE DRUMS 

CF Here’s what one satisfied user said about CFal Fibre Drums: 
al 


“They're an answer to the problem of unclean wire. The 
metal cover and locking band protect the wire from grime 


a 
Spiders and and other corrosive elements. The fact that they hold up to 


600 lbs. of wire in one continuous length enables us to run 
our, machines for a longer time than when we used small 


Fibre Drums coils.” 


Fibre Drums hold 250 to 600 Ibs. of wire in one continuous 


are packaged length . . . consist of a sturdy fibre container with center core, 


metal cover and locking band which protect the wire from atmos- 
phere and dirt. The wire is directly withdrawn from the drum 


for your into your equipment. Available in full and half drums. 
OPERATING ADVANTAGES: 


production ¢ Cleaner wire, because the sealed drum protects the finish on the 


wire. 


Increased production, because of smooth pay-off and the fact that 
your machines have less downtime than with conventional coils. 


Less storage space required, because Fibre Drums can be stacked 
compactly on each other. 


Quick, easy handling...drums can be shipped strapped to a 
wooden pallet for convenient handling by a fork-lift truck. 


ONLY CFal OFFERS A TOTAL OF 
TEN DIFFERENT WIRE PACKAGES. 
You've just read how two of these 
packages have increased the pro- 
duction efficiency of leading manu- 
facturers. One or more CFal-Wick- 
wire Wire packages can do the 
same for you. Our engineering staff 
will be happy to study your opera- 
tion and recommend the type that 
best meets your requirements. For 


complete details, write your local 
CFal sales office. [ 
THE COLORADO FUEL AND IRON CORPORATION 


eo 


Denver + Oakland +« New York 
Sales Offices in Key Cities 137 MADE IN U.S.A. 
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Hindley Manufacturing Co., Cumberland, R. |. 
‘Wire Hardware - Cotter Pins - Plumbing Specialties 
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FOB = “tilosoty of buying” 





\W ITH EVERYBODY getting 
into the value analysis act, it’s 
interesting to look back at the 
beginnings of the technique and 
some of its basic components. The 
idea of using specialty vendor 
skills, for example, was being 
pushed by a then relatively un- 
known buyer as far back as Jan- 
uary 1944. 

In a letter to Harry Erlicher, 
General Electric vice president for 
purchasing, the buyer wrote: 

“Our department can help ma- 
terially in design of superior prod- 
ucts and reduction of develop- 
ment costs by using the knowledge 
and facilities of our best vendors 
with the same thoroughness that 
our engineers use the knowledge 
and facilities of our own labora- 
tories. 

“Crystalized needs for new 
processes, new materials, or new 
adaptations of known materials 
should be submitted to the pur- 
chasing department when the 
needs arise. 

“Too often we search unsuc- 
cessfully internally for solutions 
already known by suppliers who 
are specialists in their own partic- 
ular lines. Occasionally the pur- 
chasing department learns of such 


problems and has opportunities to 
assist.” 

(Ed. Note.: The writer then 
listed several examples, along 
with grateful comments from en- 
gineers to the purchasing depart- 
ment.) 

“I hope we will gradually have 
more opportunity to use the ef- 
fective organizations of some of 
our suppliers in their specialized 
fields for providing design advan- 
tages and economies in our prod- 
ucts.” 

Were the buyer’s hopes real- 
ized? Maybe you should ask him. 
His name is L. D. “Larry” Miles, 
and he works for General Elec- 
tric. 

* > 


. 
S enDING OUT thousands of 
ballots in our regular Purchasing 
Opinion polls can get to be a 
fairly cold proposition, but thére’s 
not much you can do to personal- 
ize a project of that kind, much 
as we'd like to. But many of our 
readers manage to slip in a friend- 
ly little note on our ballots every 
once in a while, and we’re just 
delighted to get their words of 
greeting and encouragement. 
Recently one old friend duti- 


Buyer Of The Year, in the eyes of the Chemical Salesmen of Cleveland, is 
William D. Mitchell (left), assistant director of purchasing for the Sherwin-Wil- 
liams Co. Ralph P. Stilphen, president of the chemical group, presents the 


organization’s scroll to Mitchell. 
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fully checked off his answers to 
our questions, then wrote out the 
following: 

“T’'m retiring 5/31/61. Thanks 
for your help and guidance over 
the years. I’m off to the Grand 
Tetons for the summer and on 
to ‘planned’ retirement. With 
California and Western States 
Life since 1920 and member of 
N.A.P.A. since ’39. Great organi- 
zation. E. C. Rutherford.” 

Thanks, and all the best to you, 
Mr. Rutherford. 


Gor BORES driving you 
crazy? Bill McCaw, space repre- 
sentative for PurRcHASING Maga- 
zine, has had a little card printed 
up, headed “Tell Me About Your 
Golf—Sympathetic Listening at 
the Following Rates.” 

The list that follows includes 
such items as “Long Putts Sunk, 
50¢,”’ “Short Putts Missed, 75¢,” 
“Getting Out of Bunkers, $1.” A 
lot of other humorous and help- 
ful material is on the card. For a 
free copy, drop a note to Bill 
McCaw at 611 Topsfield Rd., Hat- 
boro, Pa. 


F rep CALIN, purchasing agent 
for the County of Los Angeles 
broke out the gold ink for a spe- 
cial edition of the Purchasing & 
Stores Bulletin celebrating the 
department’s 50th anniversary. In 
paying a generous tribute to all 
those who have helped the de- 
partment grow, Fred also per- 
formed a nice public relations job. 


Lares WRINKLE in the sur- 
prisingly new, new, new banking 
business is oxygen for customers. 
The South East National Bank 
in Chicago now has an emergency 
resuscitator at hand to supply 
oxygen in emergencies. Seven 
bank employees have been trained 
to operate the unit. It is kept in 
a central location so it can be 
moved readily to offices on three 
floors or to the bank’s drive-in 
window. 

One of our editors who came 
up the hard way observes, “It 
ought to come in handy when 
they tell you you’re overdrawn.” 
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Specialists 


com 


METALS 


+t 
Sseeeanee 


And not only do we weave mesh cloth in these 
metals to order but we carry some items in stock. We 
also fabricate inserts, strainers and other parts to 


order, utilizing our own ‘uncommon’ mesh cloth. 


Why not phone us—Newark, N. J. HUmboldt 3-7700 
—regarding your requirements for wire cloth made of 
an uncommon metal? It will expedite matters and we 


might be able to help you in your selection. 


As background for this kind of work, we can point 
to more than fifty years of wire cloth making, during 
which time we have made cloths of practically every 
metal that can be drawn into weavable wire. 


Newark Ueire Gloth 


COMPANY 
351 Verona Avenue * Newark 4, New Jersey 
Teletype: NK607 e Tel.: HUmboldt 3-7700 
Representatives in all principal industrial areas 
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HOLLOW SHAFT WORM GEAR SPEED REDUCERS 


single and double reduction... torque arm and flange mounted models 


CAST IRON HOUSINGS SPECIAL BRONZE WORM GEARS 
aesigned for high heat radiation. Cast to recommended AGMA 
One-piece construction, close- standards. Low coefficients of 
grained gray iron for maximum friction and thermal expan- 
strength and rigidity. sion for cooler, more efficient 

operation. 


CASE-HARDENED STEEL WORMS 
cut integral with the shaft. Heat 
treated for close-grained tough 
core, carburized and hardened 
before grinding. Meet AGMA 
long-wear specifications. 


POSITIVE OIL SEALS 

keep oil in, dirt out. Shafts 
lapped to micro-finish under 
seals for uniform contact, 
longer seal life. 


TAPERED ROLLER BEARINGS 
for minimum maintenance, long 
bearing life and permanent shaft A 
alignment.High radial and thrust if” AVAILABLE in single reduction 
load capacity. ? ‘ . (Series ST and SF) and double 
a , reduction (Series STD and SFD) 


4 ip —torque arm (“T” models) and 
HOLLOW SLOW SPEED SHAFTS P i“) flange mounted (“F” models) 


in wide range of standard bore ‘ ; 4 for intermittent or continuous 

sizes and keyways. Mounts on Gg a Y service. Hollow shaft slow 

shaft of driven machine without | speed assembly of “ST” series 

bushings—two external slots . : \4 interchangeable with Winsmith 

facilitate removal with standard “CB” and “CT” Series with foot 

wheel puller. a mounted housings. For further 
information on these latter 
units, write Winsmith Engineer- 
ing Department. 


e@ 72 Models Winsmith Hollow Shaft Speed Reducers cover a broad range of power 
transmission requirements for both single and double reduction drives. 
@ .047 to 8.82 H.P. Their worm gearing provides much higher reduction ratios than are pos- 
sible in comparable size units using other types of gearing. Winsmith 
@ Ratios 72:1 to 4466:7 Hollow Shaft models are designed for all applications where it is ad- 
vantageous to mount the reducer on the shaft of the driven machine. 
@ Max. Output Torque They are compact, easy to install and require less space than conven- 
816 to 7678 in. Ibs. tional units. Their design and construction provide high shock load 
resistance; maximum thermal capacity without induced cooling; 
greater overhung capacity; and a high degree of standardization which 

eliminates excessive special application engineering. 
Write today for complete information or call your nearest Winsmith 
Representative listed in the Yellow Pages. He is a technically trained 
expert who is always ready to help you with any speed reducer problem. 
For both standard and special power transmission applications, you’!! 

find it pays to standardize on Winsmith. 


WINSMITH, INC. 
225 Eaton Street, Springville, (Erie County), New York 


¢ «© e Winsmith Speed Reducers are made by American craftsmen to meet American design and production standards. 
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3 MAGINATION 
in GRINDING 
and FINISHING 


ARE YOU 
BUYING PRICE 
OR PERFORMANCE 


9 


It’s a fact, the real cost of an item is measured not in price, 
but in performance. This is particularly true in the purchase 
of coated abrasives, where new abrasive forms and quality 
improvements are regularly achieving cost savings through 
increased production. 

Recognizing this need for measuring abrasive costs in terms of 
production output, 3M has initiated a unique service program, 
“COST CHECK 5-4-5”. This program is designed to let you 
examine your production operations in the light of the newest 
developments in coated abrasives. For only by keeping con- 
tinually informed can you be assured that you are benefiting 
from the most efficient grinding and finishing methods. 

For example, one manufacturer by utilizing the ‘‘PG’’ Wheel, 
a recent abrasive development from 3M, cut his finishing time 
on stainless steel sink frames by 50%! Perhaps similar savings 
can be effected in your plant. Ask your 3M Representative for 
more information, or for a free “COST CHECK 5-4-5” Review 
Form, write: 3M Company, 900 Bush Ave., St. Paul 6, Minn. 


3M COATED ABRASIVE 
eer Ne sm meen 


“i 
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Case History No. 108 A Southern Steel Manufacturing Plant 


“100% MORE WEAR 
AND THE GLOVES 
COST 10¢ LESS...WE 
NOW USE RIEGEL 
LEATHER PALMS” 





Here Are The Facts! 


COMPANY: A Southern Steel Manufacturing Plant 
GLOVE PREVIOUSLY USED: Competitor’s Leather Palm 


GLOVE RECOMMENDED: Riegel Big Hickory™ 
(gauntlet) and Little Hickory™ (safety cuff) 
wing-thumb leather palms. 


SAVINGS: “Each man now uses four pairs a month, 
instead of eight, at 10¢ less per pair. This saves 
$58 a year per man.” 


COMFORT: “More flexible and better fit, partly due to 
wing thumb which former glove did not have. 
Riegel gloves are also cooler around 2000°F heat Write for valuable 


and softer around water.” FREE GLOVE equi} )) 3 


Here is another saving made possible because 

Riegel Industrial Analysts fit the right glove to A wealth of information: styles, 
the job. For help in reducing your glove cost, types, materials, chemical resistance, 
call or write Riegel today. case histories, and more. 


i ©) 
Glove Div. e RIEGEL TEXTILE CORP. « Conover, N.C. 


SALES OFFICES AND DISTRIBUTORS IN PRINCIPAL CITIES 
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Photo courtesy Inland St 


FOR EVERY APPLICATION, THERE’S 
ONE CRANE OUTSTANDING... P&H! 


In steel mill warehousing, thanks to 
P&H Electronic Stepless Control, this 
crane moves heavy loads at high 
speeds, yet spots them with damage 
free gentleness. 


The crane is equipped with special 
tandem hooks — as well as other inter 
changeable handling equipment — and 
a clear-vision cab to increase the efii 
ciency of handling steel in and out of 


convenient top-loading storage racks. 


All these useful advantages are the 
result of P&H experience in crane ap- 
plication engineering. Call in your 
local P&H crane salesman to help ana- 
lyze your requirements before you 
draw up your next crane specification. 
Then send your inquiry where most 
buyers do: to Harnischfeger, world’s 
largest builder of overhead cranes. 


HARNISCHFEGER Ps Hf 
Milwaukee 46, Wisconsin SULaNSAD 
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Heart of the P&H Electronic Stepless Con- 
trol is this a-c electronic control panel. With 
this control on a three-motor crane, as 
many as 244 conventional electrical parts 
are eliminated! Remember, Harnischfeger 
pioneered this modern concept of crane 
control .. . over 1000 successful installa- 
tions to date . . . more than all other man- 
ufacturers combined! 











Photo courtesy United Air Lines, Chicago, Illinois. 








ro | = WORLD’S LARGEST 
ees JET FLEET 

- | SERVED BY 

| 7 P:.H ZIP-LIFTS 


Yes — jet engine parts move through the air with 
the greatest of care at 2 miles per hour, or less, at 
United Airlines new jet maintenance center... 
and they do it on P&H Zip-Lift hoists. 


Precise, safe handling of expensive precision parts 
is a “must” with today’s aircraft overhaul pro- 
cedures. This is the reason why so many of 
today’s new aircraft service facilities are equipped 
with P&H Zip-Lifts. Only P&H Zip-Lift combines 
feather-touch control with high-speed lifting — 
and then tops it off with “double-safe” design. 
For example, Zip-Lifts have two brakes, and either 
one holds a capacity load—even if the power fails. 














There’s no reason why you can’t have this same 
kind of performance in your plant on all your 
lifting jobs... especially since Zip-Lift quality is 
priced surprisingly low! Check this out today 
>» with your local P&H distributor . . . or send for 
Bulletin H-20 to Dept. 231, Harnischfeger Cor- 
poration, Milwaukee 46, Wisconsin. 





HARNISCHFEGER 


Milwaukee 46, Wisconsin 


ZIP-LIFT 
HOISTS 


See your Yellow Pages under “Hoists” Ze . 
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EDITORIAL 
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I HE ANNUAL N.A.P.A. convention is over and by the usual 
standards it can be considered an outstanding success. An in- 
teresting and diversified program drew bigger audiences than 
many veteran convention-goers have seen in 15 years, despite 
the slight drop in overall registrations. Every detail was handled 
skillfully and efficiently by the convention committees and by 
N.A.P.A. officials and staff. 

Yet something was wrong, something that has been getting 
gradually worse over the years. Mr. Kogut’s rather bitter letter 
on page 28 puts it in blunt language: neither the exhibitors nor 
the purchasing agents at the convention got as much from the 
Inform-A-Show as they should have. And Mr. Kogut’s beef is 
not an isolated complaint. We have been hearing it from many 
sides with increasing frequency. 

I f Disappointed exhibitors blame lethargic and souvenir-minded 
nrorm P.A.’s for the failure of the Inform-A-Show to live up to the 
standards of other industrial exhibitions. P.A.’s blame the ex- 
. hibits for being uninformative; exhibitors blame each other for 
Or Entertain ? turning their booths into sideshows. 

The Inform-A-Show just can’t be allowed to drift along this 
way. It should be improved, revitalized, and even expanded, or it 
should be done away with altogether. But to do the latter at this 
stage is almost unthinkable. Most of the regular exhibitors and 
visitors to the convention are interested in having a good show, 
one that will be a living demonstration of the interdependence 
of buyer and seller in today’s economy. The mutuality of interest 
between sales and purchasing in respect to value analysis, for ex- 
ample, was strikingly displayed in the Lukens booth at this year’s 
Inform-A-Show. This is the type of exhibit that maintains the 
character of the show. 

Perhaps it’s time for all concerned to lay their cards on the 
table, before the indifference of a few makes a grim joke of the 
whole show. The basis for a really fine show exists: progressive 
vendors have for some time recognized the importance of the 
P.A.; value-minded purchasing people have recognized for some 
time that good, imaginative suppliers are essential to profitable 
purchasing. So why not try to get them together to try and find 
out—not what’s wrong with the Inform-A-Show, since the basic 
idea is sound—but how it can be improved for the benefit of 
both? By approving the dues increase, members have shown 
they want the N.A.P.A. to move ahead. Now they should get 
behind efforts to put some vigor into the Inform-A-Show. 

One step might be the formation of a board made up of three 

PurcHASING MAGAZINE sales executives of previous exhibitors (winners of the “Most 
Jury 3. 1961 Informative” awards would be logical choices) and three top 
, purchasing men. They could be asked to define what they think 
the objectives of the Inform-A-Show should be, suggest certain 
standards, recommend improvements they think would attract 
more intelligent attention to the show. All this could be done 
on an advisory basis without in any way infringing on the 
prerogatives of N.A.P.A. 


(s 
dul Vane 
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The President's Message 


lr HAS been pretty well estab- 
lished that “Purchasing” is the 
last frontier of business. It is the 
last “Gold Mine” that has not 
been tapped, and it is literally a 
gold mine. 

Most top-flight educators will 
agree that practically nothing new 
has ever been done in purchas- 
ing. Therefore, the field is wide 
open for students and educators, 
as well as people already engaged 
in purchasing. 

The general economic situation 
has already started improving and 
we expect a gradual incline to 
continue for several years. But 
we also expect it to become in- 
creasingly difficult to “show a 
profit.” This fact is giving pur- 
chasing its greatest opportunity 
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in history to really contribute to 
the profit picture. Let’s not over- 
look this “last Gold Mine.” But, 
for purchasing to take advantage 
of this great opportunity, we must 
have new ideas, new techniques 
and a new approach, such as, an 
entirely new concept of negotia- 
tion. 

There is only one answer to 
this problem—and that is educa- 
tion. 

Not since the earliest communi- 
cation of knowledge has educa- 
tion been so much a subject of 
public discussion as it is today. 
A realization of the startling 
changes taking place in the world 
has helped bring this about. 

The important thing is that the 
educators are ready and willing 


By Paisley Boney 


J. P. Stevens & Co., Inc 


to help us. 

The National Association of 
Purchasing Agents must awaken 
and move forward, ever mindful 
of its purpose to strive by all 
legitimate means to advance the 
purchasing profession and im- 
prove the professional status of 
each and every one of its mem- 
bers. 

For the past several years I 
have had it drilled into me by 
numerous hard-working, selfless 
leaders of N.A.P.A. that the very 
backbone of our association is 
the three major national commit- 
tees, and the degree of N.A.P.A.’s 
success will be established by the 
degree of activity of these com- 
mittees at all levels: 
district and local. 


national, 
(Turn Page) 
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Convention Report 





We are now to a position where 
we have 99 local associations and 
more than 17,000 members. We 
have grown beyond what volun- 
teer workers alone can do. 


P.A.'s Can't Stand Still 


This points up rather dramat- 
ically that, while we do not want 
to destroy the incentive for per- 
sonal contributions, we do need 
more help at the National level; 
and we do need new approaches, 
new programs, and much more 
work than we have a right to ex- 
pect from our members on a 
voluntary basis. 

We might as well wake up to 


the fact that among purchasing 
people there is going to be greater 
competition at the personal level 
than we have ever seen. There 
is going to be little room left for 
the individual who never quite 
developed his abilities up to par. 
The boys with ten years of experi- 
ence gained by simply going 
through the same routines ten 
times will not make the grade. 
They are going to be flattened by 
the rolling adjustment to the in- 
creasing complexities of pur- 
chasing. 

A person engaged in purchas- 
ing cannot afford to remain com- 
placent. He might as well sign 


his own death warrant. 

It has come to my attention that 
one of the most highly respected 
management consulting firms in 
the world is getting ready to 
launch a program to inform the 
presidents and executive officers 
of companies all over the U. S. 
concerning the weakness of their 
purchasing departments — but, 
more specifically their purchasing 
personnel. They will be told that 
purchasing is just about the most 
important function in the business 
community today—and—the most 
neglected. Purchasing is usually 
headed up by a mediocre member 

(Please turn to page 81) 





New Dimensions in Purchasing 


By George A. Renard 


The Journal of Commerce 


T HE STRAIGHTEST road to 
management attention is paved 
with profit dollars. Purchasing is 
not only related to the products 
and profit of the company; you 
could not divorce them if you 
tried. 

The A.M.A. headlines purchas- 
ing as Industry’s Billion-Dollar 
Profit Center. What a boost! We 
have reached the summit, where 
there is no longer any need to 
compare purchase profit with 
sales . . . Purchasing can stand 
on its own. 

Last month, the Sales Execu- 
tives Club of New York asked its 
members: “Why does one com- 
pany make three times as much 
profit as another; both in the 
same industry; both with equal 
opportunities?” 

Their query was prompted by 
some rather startling information 
that came to light through re- 
search conducted by Dun & Brad- 
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street. 

The profit position of a vendor 
in his industry would be one use- 
ful qualification to consider in 
order to select suppliers from the 
top third of the class. . . but, let’s 
probe farther. 

The Sales Executives Club 
statement indicated that savings 
made in purchasing can reduce 
costs and increase profits. It did 
not under-rate the obvious. 
Neither should we under-rate this 
profit dimension of purchasing. 


Profits Have Nose-Dived 


The 1960-61 recession has been 
mild in some respects, but the rate 
of profit of many companies has 
nose-dived. So long as that profit- 
squeeze continues, purchasing has 
an even greater share of the over- 
all company management re- 
sponsibility for development of 
production and products that are 
competitive. The new sales and 


management dimension called 
“product reliability” and “assur- 
ance of product value” is a lame 
duck if it is ignored in purchases. 


Is Purchasing a Loss Center? 


To claim that purchasing is a 
profit center in the management 
of the company compels us to 
concede it may also be a loss 
center. That is a dimension to 
paste in your hat. 

The new dimensions created by 
competition and mechanization, 
research and development, new 
products and processes are now 
being recognized as the Second 
Industrial Revolution. No com- 
pany can ignore them in its pur- 
chasing because they are giving 
new dimensions to costs and val- 
ues. So is inflation, and, if that 
is to be our government policy, 
purchasing must be alert to that 
dimension. 

The new dimension is described 
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by Fortune as the policy of pric- 
ing for volume sales and produc- 
tion, with profit from larger unit 
sales, rather than higher price per 
unit. The blooming of discount 
houses is a notable example of 
this dimension in the distribution 
of apparel, appliances, and foods. 

Recent events indicate there also 
will be greater flexibility in the 


prices offered the corporate buyer, 
with fewer identical bids and less 
shadow-boxing by competitors. 

The new dimensions in trans- 
portation costs and services are 
really revolutionary, and they are 
influencing purchase schedules 
and inventory levels. You can’t 
follow the game of E—O—Q, 
which is played with the cost of 


purchasing and the cost of pos- 
session, without an up-to-date 
score-card on transportation costs 
and services. The developments 
in packaging and containers are 
part of that story. 

I believe the prime concern of 
management in our field just now, 
aside from the profit potentials of 

(Please turn to page 82) 
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Iw A SOCIETY molded by busi- 
ness influences, it is of utmost im- 
portance that the business com- 
munity have, and deserves to 
have, the complete confidence of 
every citizen and of every seg- 
ment of society. 

In the latter part of the 19th 
Century, it was assumed that 
business was, at worst, immoral 
and, at best, completely lacking 
in concern for the public interest. 
The obvious abuses of the pub- 
lic interest by large business or- 
ganizations fostered a public re- 
pugnance toward business and 
the result was the establishment 
of the anti-trust laws. Until re- 
cent years, the United States was 
the only major country with 
strong anti-trust laws. America 
has been the only country where 
the belief in competition is so 
strong that we have rigorous 
legislation to assure a minimum 
of interference with the competi- 
tive process. 


Govt. Replaces Competition 


If we scan the history of the 
growth of business and the 
growth of anti-trust legislation in 
America, we discover that those 
periods of rapid economic growth, 
such as post-Civil War, post- 
World War I, and _ post-World 
War II, seem to cause a relaxa- 
tion of public attitudes toward 
the concentration of economic 
power and the lack of competi- 
tion, because there seems to be 
“enough for everyone.” But, ex- 
cesses during these periods al- 


Juty 3, 1961 


Challenge We 


ways bring a revival of anti-busi- 
ness feeling and consequently, a 
tough and rigorous enforcement 
of our anti-trust legislation. 

American businessmen have al- 
ways had a compelling desire to 
be left alone, free to go about 
their business. And, where the 
forces of competition are free to 
work, the substitute force of gov- 
ernment has not been required. 
People have confidence in the ef- 
fectiveness of competition as a 
regulator, and this confidence is 
well placed. But, when competi- 
tion is removed from the market- 
place, a substitute regulatory de- 
vice must be found, and society 
has most naturally turned to gov- 
ernment to provide this regula- 
tion. The business - government 
relationship comes about because 
the public interest is thought to 
be served through the govern- 
ment. Citizens have confidence 
that the government will act in 
their behalf. Anti-trust laws are 
not necessary because it is as- 
sumed that the businessman is 
immoral, but because the same 
economic motives we admire in 
moderation we scorn when they 
are abused. 


Can't Divorce Man From Work 


All of us here pride ourselves 
as professional managers who 
have accepted the responsibility 
for the trust which the owners 
of our businesses have placed in 
us. We cannot be separated from 
the business itself. Each of our 
individual acts is an act of the 


Face 


By Charles H. Percy 


Beli & Howell Company 


business enterprise. And every 
business act is a personal act. 
There is no divorcing of ourselves 
from the business firm or from 
the decisions which we made for 
the company. Calvin Coolidge 
once said, “The business of 
America is business.” In some re- 
spects this statement is still true 


today. 
Business Influence Is Great 


Certainly there are more people 
engaged in more business enter- 
prises today in America than 
ever before. Certainly the influ- 
ence of American business is 
greater than at any time in his- 
tory. Certainly more resources 
are being utilized by businesses 
for more purposes than ever be- 
fore in history. It would seem, 
superficially, that “business” is, 
indeed, the business of America. 
And yet, the businessman and the 
business firm are more influential 
in public affairs today than at any 
time in history. Profit has not 
been replaced as the end goal of 
business enterprise, but there are 
more non-profit related activities 
in business today than ever be- 
fore. If the business of America 
was nothing but business, few 
businessmen would participate in 
public affairs; few companies 
would support education, the arts 
and community activities; few 
dollars would be spent in research 
for the future. 

Public confidence in business in 
general is built and nurtured by 

(Please turn to page 91) 
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Guide to Better Communication 


LT ueEre ARE two kinds of 
communication: mechanical and 
sensory. 

Mechanical communication de- 
pends upon language. This lan- 
guage may be written, or it may 
be oral. We have some control 
over it, depending upon our skill 
in using words. It is more or less 
objective. 

Sensory communication is non- 
language. It involves manner, 
tone, expression, signals, 
tones, movements, etc. We have 
little control over it because it 
stems from our inner feelings on 
the one hand, and on the inner 
feelings of the receiver on the 
other. It is completely subjective. 
Yet its effect can be as positive 
as our words. 


over- 


Person-to-Person 


There are four basic patterns of 

communication: 

a. Person to Person 

b. Person to Group 

c. Group to Group 

d. Group to Person 

All of us use each of these pat- 

terns from time to time. It de- 
pends upon the circumstances. 
However, current study of the 
communication process makes the 
first most important—person to 
person. In fact some of us who 
are especially interested in com- 
munication feel that in one sense 
there is no such thing as a group 
or audience when it comes to 
communication. The sender of a 
message never gets picked up by 
a “group.” He always gets picked 
up by an individual. If this in- 
dividual happens to be surround- 
ed by other individuals, thereby 
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making up a group or “audience,” 
this is coincidence. What we at- 
tempt is to aim our communica- 
tion at homogeneous collections of 
individuals. Increasingly this pays 
off where the economic cost of 
communication is held within rea- 


son. 
Audiences Are Varied 


Audiences, however, are splint- 
ering. Instead of “employees” we 
now have union members, non- 
union members, supervisors, mid- 
dle managers, top managers, oper- 
ating people, staff people, profes- 
sional personnel, etc., ete. 

The day of the shotgun ap- 
proach to communication is over. 

Several of these audiences can 
and frequently do work together 
in a single environment or area. 
Here the adhesive is an organiza- 
tional unit. 

What are some earmarks of ef- 
fective communication in each? 

The department: Here face-to- 
face communication is the secret 
of success. Written communica- 
tion has value principally as a 
control. This face-to-face com- 
munication also is up, down, 
across and diagonal. The goals of 
the department are understood. 
They are written. They are dis- 
cussed. They are changed as the 
company goals change. Ways to 
achieve the goals are practical 
and economical, for they grow out 
of free discussion among all con- 
cerned. 

Authority, of course, is present. 
It always has been. It always will 
be. The person in charge is finally 
accountable. Yet the exercise of 
this authority is different today. 


By Richard B. Johnson 


The Consolidated Natural Gas System 


In more and more companies— 
even small ones—the boss no 
longer wields personal power 
based on the dependence of sub- 
ordinates. This means the boss 
must be highly skilled in com- 
municating. When he is, benefit 
accrues to all. Conflict, suspicion, 
distrust, and overt resistance give 
way to free-wheeling cooperation 
because subordinates do what 
they are asked to do because they 
want to do it. They understand 
and desire the rewards. 

The company: All we have just 
said about the department applies 
to communication within the com- 
pany. However, face-to-face com- 
munication begins to be stratified, 
because of the larger size of the 
organizational unit, and the in- 
creased number of specialized 
groups. 

Groups begin to select repre- 
sentatives to speak for them. 
Inter-departmental committees 
emerge. Management-labor con- 
ferences are held. Task forces at- 
tack special problems. If 
thing, group 
creases. 


any- 
cooperation in- 


The industry: Here the same 
drive exists for cooverative ef- 
fort. National associations are set 
up. Through effective communica- 
tion, the influence of individuals 
and groups is maximized. Sharing 
is the keynote. Outcomes are fed 
back through our publication. A 
feeling of proprietorship is in- 
creased. 

The profession: One of the phe- 
nomena which greatly impresses 
our overseas friends is the way in 
which specialists, each from com- 
panies locked in serious competi- 
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Enjoying different views: John Wright (I.), There was a lot to talk about at the special luncheon for editors of the 
from St. Louis and Lyle Treadway, Colum- local purchasing publications. 


bus. 


Opening session of the N.A.P.A. program 
was a serious task for (I. to r.) Harold 


Berry, George Renard, Rev. Seim, Roy 
F. Sielisch, and new president, Russ Stark. 


Thompson Ramo Wooldridge was 
well represented by (I. to r.) L. E. 
McGaughey, O. A. Reynolds and 
W. E. Hartland. 





Foreign competition is the Marc Brooks of Westing- 

chief problem of the tex- house was moderator for 
P.A.’s found answers to many thorny problems during the tile industry, Thomas N. the jam-packed workshop 
workshop sessions. Topics ranged from automation to value Ingram told his workshop on “Evaluating Purchasing 
analysis. audience. Performance.” 
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tion from day to day, periodically 
meet together to discuss common 
problems, exchange know-how, 
trade what our guests regard as 
operating secrets, and otherwise 
tell all. Another eye opener comes 
when they see your professional 
journals and magazines, and dis- 
cover in them articles which lay 
bare for all to see—including 
competition, ways in which to do 
things better. 

The Community: An area of 
communication in which you will 
be more and more active is the 
community in which you work. 
Executives increasingly are im- 
portant to the local community. 
Your knowledge and judgment 
are needed. Also, they are recog- 
nized. Finally, they are sought. 


The day may not be far off when 
an executive’s value is measured 
in part by his activity in the com- 
munity. Even now, increasing 
numbers of companies are en- 
couraging their employees to be- 
come personally active in the 
political party of their choice. 
While this is done individually 
and voluntarily, it forms part of 
an overall communication pattern 
which contributes to the com- 
pany’s image in the community. 
Why do we communicate in 
business and industry? What are 
we really after? In short, we com- 
municate in order to motivate. 
We want to get others to take 
some kind of action for us, men- 
tal or physical or both. And we 
hope they’ll do so because they 


want to; because they understand 
and accept the goal sought; be- 
cause they see that in doing so 
they help themselves by helping 
us. In this sense the basic goal of 
communication is the same now 
as it always was: to get something 
done. 


Receiver Is Important 


Our studies of successful com- 
munication reveal several aspects 
of the process which can be used 
as guides in structuring our mes- 
sages. 

It’s the receiver who is impor- 
tant, not the sender. Therefore 
we start composing our message, 
whether language or non-lan- 
guage, by trying to put ourselves 

(Please turn to page 76) 





Purchasing and Materials Management 


By Prof. William P. Stilwell 


The Management Institute, University of Wisconsin 


Iw THE TYPICAL company 
materials account for approxi- 
mately 50% of the sales dollar. 
The balance of the sales dollar 
is spent with approximately 25% 
going to labor and overhead, 15% 
on sales and general administra- 
tion, leaving a 10% gross profit. 
For those companies paying cor- 
porate taxes, approximately half 
of the 10% goes to the federal 
government. This leaves 5% profit 
which is the general national 
average. 

To meet the cost-profit squeeze 
top management has been putting 
its emphasis on production, stress- 
ing labor-saving and more effi- 
cient equipment as well as on 
training its employees. If we take 
a look at the 25¢ that is being 
spent on labor and overhead and 
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put as much emphasis there or 
equal emphasis on materials and 
get a direct return of say 10%, 
the results show up in the profit 
picture. A 10% return on 25¢ 
gives us 2.5¢ or a gross profit of 
12.5% and a net profit of 6.25%. 
An increase in net profit of 25%. 


Organization Is Lacking 


However, if we achieve our 
10% reduction in cost of materi- 
als, the result is 5¢ or a gross 
profit of 15¢. The split between 
the federal government and net 
profit leaves us a 7.5% net prof- 
it or an increase in profit of 50%. 

Top-management across the 
country is becoming very much 
aware of the cost of materials. It 
is becoming aware of the high 
cost of carrying inventory which 


is currently figured on the aver- 
age of about 24%. Also, it is very 
much concerned about the inven- 
tory turnover picture, currently 
averaging about 3-4 times on an 
annual basis. 

As executive management 
looks at this materials picture, it 
finds that there is no centralized 
control nor common management 
of materials. There is no single 
person with the _ responsibility 
and authority to manage them. 
They are finding that there are 
too many hands in this big pie. 

The typical company material 
picture (probably over-empha- 
sized) is: 

Engineering—wants special ma- 
terials and/or parts, usually of 
the highest quality; 

Manufacturing—wants to main- 
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tain level production, no stock- 
outs—keep its men and machines 
busy—usually means high 
ventory; 

Sales—wants complete inventory 
of everything to serve the cus- 
tomer immediately if not soon- 
er; 

Finance—wants as few dollars as 
possible invested in inventory; 
Purchasing—wants long lead 
time, good vendor relations and 
few purchase orders. 

In a typical company today, all 
these functions have a hand in 
the size and flow of the material 
picture. As a result there is no 
common management. 

However, companies are now 
looking at the 50¢ of the sales 
dollar spent on materials, and 
considering materials manage- 
ment as a possible answer to the 
profit squeeze. 


in- 


What is materials manage- 
ment? Simply stated, it is the 
management of the flow of mate- 
rials through an organization. It 
brings together under one com- 
mon management those activi- 
ties dealing with this flow: pro- 
duction planning and control; 
purchasing; traffic, including 
shipping and receiving; material 
and inventory control; stores; 
and materials handling. 


Belongs With Top Management 


In materials management the 
emphasis is on “coordination” 
and uses organizational princi- 
ples as its basis. One basic prin- 
ciple is that of homogeneous as- 
signment, the grouping together 
of related activities. 

Under the concept the com- 
pany takes the components of 
management and puts them in 





proper perspective, these 
ponents being men, machines, 
money, methods, markets, and 
materials. It assigns men and ma- 
chines to manufacturing, money 
to finance, methods to engineer- 
ing, marketing to sales and ma- 
terials to materials management. 

Where does materials manage- 
ment fit into the organization? 

It fits at the top policy-making 
level, the vice presidential level, 
the decision and policy making 
level. This type of organization 
allows for coordination at the 
top-management level and also 
for coordination of the various 
functions pertaining to the flow 
of materials. If this makes so 
much sense, why aren’t more 
companies using it? 

One answer frequently given 
is that manufacturing is the main 

(Please turn to page 94) 
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The Facts on Foreign 


I; IS NOT my purpose to ad- 
vocate, or even suggest, that 
American industry buy, or not 
buy, abroad. This is a question 
to be considered by each com- 
pany on the basis of its own 
technical, financial, and market- 
ing needs. Rather, my remarks 
are directed against the cam- 
paigns of propaganda which dis- 
tort the issues, and the outright 
intimidation of those who do 
choose to buy overseas. It is in- 
creasingly apparent that a sizable 
segment of purchasing opinion 
has already been swayed by such 
pressures. And to the extent that 
this is true, professional purchas- 
ing suffers. 


Value Should Come First 


In one of its regular opinion 
polls, Purchasing Magazine asked 
the following question of a repre- 
sentative group of purchasing ex- 
ecutives: “If a foreign producer 
offers an item at a substantially 
lower price, what is your obliga- 
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tion as a Purchasing agent?” 
The answers to this question 
were both revealing and disturb- 
ing. They showed that of all those 
responding only 46% saw their 
obligation as “getting the maxi- 
mum value by buying from the 
foreign supplier.” 54% said their 
obligation was “to protect Ameri- 
can industry, and buy from the 
most efficient domestic supplier.” 
Now, a great deal has been said 
about professionalizing the pur- 
chasing function. If I understand 
this aim correctly, it means that 
buvers must prirsue constantly 
their search for Value—objective 
Value—wherever and whenever 
it can be obtained. It means that 
buyers must advance their knowl- 
edge of changing markets and 
technologies. It means they must 
improve their skills of analysis 
and negotiation to master the de- 
mands of today’s business. Cer- 
tainly, it means that buyers must 
resist narrow and one-sided views 
of what constitutes a “good pur- 


Buying 


By Louis J. De Rose 


De Rose and Associates 


chase”, and promote the goal of 
maximum value, through analyti- 
cal and business-like procure- 
ment. 


Purchasing Sets Goals 


It is obvious that the purchas- 
ing function has already taken 
great strides towards achieving 
these ideals. 

@ It opposes reciprocity as the 
determining factor in purchasing 
decisions, and insists upon due 
weight being given to competitive 
price, quality, and delivery per- 
formance. 

e It resists predetermination of 
source, either by vendor name or 
by “rigged specification,’ and 
draws a sharp distinction between 
the definition of requirements, 
and the selection of supplier to 
satisfy those requirements. 

e It has developed tools and 
techniques like value analysis, 
vendor rating, price and cost anal- 
ysis to assure that purchase dol- 
lars spent promote total value re- 
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Mirror reflects attentive faces as ladies hear 
Dr. Wrenn on “Understanding Your Man.” 


Viewing the Inform-A-Show: Ed Chambers, 
Rockwell purchasing head War- 
ner McVicar and his striking 
wife. 


editor, Pacific 
Purchasor, with Anne _ Repko, 
Howe Sound Co. v.p. 


After a general convention session, outgoing President Paisley The fun of magic attracts both young and old at the 
Boney takes a moment to renew old acquaintances. United States Steel exhibit. 


” 
? 
i 


B: 


After the day's hectic activity, salesmen at the 


Lunkenheimer At annual luncheon, Shipman medalists take time 
booth get a much-needed chance to relax. 


out to read greetings from fellow P.A.’s. 
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ceived. 

But, when it comes to the ques- 
tion of foreign buying, too much 
purchasing opinion seeems to de- 
part drastically from true profes- 
sionalism. Rather than analyze 
the facts and weigh all the evi- 
dence concerning foreign sources, 
some buyers are reacting emo- 
tionally and in non-economic 
terms. They are failing to apply 
tried and proved techniques of 
value measurement, and thus ig- 
noring opportunities for potential 
cost savings. At least, these are 
the conclusions indicated by Pur- 
chasing Magazine’s survey. 

Now, it is probable that the at- 
titude of American buyers to for- 
eign sources stems from a lack of 
personal and business experience 
in overseas markets. Historically, 
American companies have not 
had to compete abroad as ur- 
gently as foreign producers. Al- 
though the United States is the 
world’s largest exporter, account- 
ing for 20% of the world’s trade, 
we still export only 4% of our 
gross national product. In com- 
parison, Britain exports 14%, 
West Germany 17%, and the 
Netherlands 35% of their G.N.P. 
When it comes to imports, the 
figures are even more dramatic. 
The United States imports only 
24%2% of its gross national prod- 
uct, while other countries import 
up to 60 and 70% annually. Lack- 
ing natural resources and mass- 
production capabilities, these 
countries have had to look to for- 
eign sources in order to satisfy 
basic needs, and to provide the 
tools and materials for mere eco- 
nomic survival. 

Fortunately for America, we 
have not had to depend upon 
foreign suppliers for sustenance 
and support. Simply and factual- 
ly, buyers are going overseas be- 
cause they are unable to obtain 
from American sources necessary 
purchase values. Low price and 
excellence of workmanship are 
fast disappearing from the Amer- 
ican scene. Round after round of 
wage increases, encouraged by au- 
tomatic cost-plus pricing formu- 
las, are making a fiction of the 
“competitive market system”. 
Shoddy materials and labor are 
commonplace in all too many 
products and industries; while 
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“service” is often for the profit 
and convenience of the seller. 
Clearly, American companies have 
been forced to buy abroad, merely 
to stay in business at home. With- 
out question, the failure of do- 
mestic suppliers to provide maxi- 
mum purchase values is the prin- 
cipal cause of foreign buying. 


Risks in Buying Abroad 

Now, of course, buying abroad 
is not without difficulties and 
danger. To begin with, there are 
the business problems of language 
and custom, which complicate the 
task of communication over long 
distances. There are the differ- 
ences in quality standards, in- 
spection techniques, and trade 
terms which must be clarified 
and agreed to before business can 
be conducted successfully. There 
are the complexities of tariffs, 


shipping terms, and insurance pro- 
visions which are non-existent 
when buying is done at home. 
And all these increase the risk 
of doing business abroad. Indeed, 
where purchasers have gone over- 
seas merely for low price, by 
ignoring these complexities they 
have failed to satisfy important 
purchasing considerations. Buy- 
ing exclusively for low price, and 
assuming all other factors of pur- 
chase value to be equal, is a 
dangerous practice anywhere. 
When price-buying is done over- 
seas, it is often disastrous. 

If value can be obtained from 
American suppliers, by all means 
take advantage of it here. If it 
cannot, seek it out elsewhere. In 
all cases, value must mean total 
value—that is, combined quality, 
delivery, and service, as well as 
low price. & END 





Shipman Medal Awarded to Harold F. Jones 


“Hack” Jones (I.) receives the 
Shipman Medal from N.A.P.A. 
president Russ Stark (c.) as 
former president Paisley Boney 
leads the applause. 


In one of the convention’s most exciting moments, the J. 
Shipman Gold Medal was awarded to Harold F. Jones for his 
notable contributions to the advancement of purchasing. 
Known as “Hack” to thousands of his fellow purchasing 
agents, Jones, who is manager of the basic materials division 
of E. |. Du Pont de Nemours, has been active in N.A.P.A. for 
20 years. He has served with distinction in almost every asso- 
ciation post both at the national and local level. He is parti- 
cularly well-known for his outstanding work in the field of 
education. While serving as chairman of N.A.P.A.’s National 
Committee on Education from 1952-54, he introduced many 
innovations that have advanced purchasing education im- 
measurably. In 1951, he was elected national president—the 
youngest man ever to hold the top position in N.A.P.A. 

From the warm applause of those attending the annual 
banquet, it was easy to tell that the selection of Hack Jones 
as Shipman Medalist was one of the most popular awards 
in the 30-year history of the Shipman Medal. 
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The Economics of Foreign Buying 


Way DO nations trade? Simply 
because by doing so people can 
live better for less. Specialization 
and trade between individuals, 
cities, states, and nations increase 
productivity and standards of liv- 
ing. Each of you has specialized 
as a purchasing agent because the 
total value of your efforts is. great- 
ter than if you tried also to be 
your own butcher, baker and can- 
dlestick maker. But your gain is 
possible only because of and 
through trade with other spe- 
cialists. You trade your earnings 
for their products only if it is to 
your advantage to do so. Funda- 
mentally, trade among nations is 
no different from trade among 
Chicago, Pittsburgh, and Dallas. 
Different characteristics of dif- 
ferent areas mean that they have 
different efficiencies in producing 
things. When we talk of inter- 
national trade, however, we face 
the complications of nationalism 
and xenophobia. 


Advantages of Free Trade 


Like any prudent businessman, 
a nation is well advised to buy 
things from other countries if it 
doesn’t pay to produce them itself. 
The gains from trade are mutual 
because total world production is 
increased by international special- 
ization along lines of comparative 
advantage. One of the greatest 
fallacies encumbering any discus- 
sion of trade policy is the notion 
that there is an inevitable con- 
flict of interest between importing 
and exporting nations. Any con- 
flict is really intra—not interna- 
tional. 


So much for the theory—it 


pretty well demonstrates the 
great advantages of free trade. 
Why, then, do nations restrict 
trade? It is often because nation- 
alistic feelings influence our 
thinking on economics so that we 
worry about steel imports from 
Germany, but not about steel 
from Gary, Indiana, which finds 
its way into Pittsburgh. 


Deficits Aren't Alarming 


Even with the advent of un- 
favorable overall balances of pay- 
ments in 1950, we continue to ex- 
port substantially more merchan- 
dise than we import. This excess 
averaged about $3 billion per year 
from 1950 through 1960. We had 
a smaller excess in 1959 which 
caused some alarm, but this was 
due to special factors. The figures 
for 1960 are: 

Exports—$19.6 billion, up $3.3 bil- 
lion over 1959; 

Imports—$14.7 billion, down ap- 
preciably from 1959 leaving a 
healthy $4.9 billion excess. 

We see then a trade picture 
which is far from alarming. We 
are winning, not losing the inter- 
national trade competition. We 
should be concerned about our 
overall balance of payments de- 
ficits. We had deficits of about 
$3.7 billion in both 1959 and 1960. 
However, we should be well 
aware that our annual excesses 
in merchandise trade substantial- 
ly offset the great amounts of our 
foreign military aid and the capi- 
tal we invest, lend, or give abroad. 
To seek a more favorable overall 
balance of payments through fur- 
ther restricting our imports would 
be to kill the goose that lays the 


By John Shearer 


Carnegie Institute of Technology 


golden egg, for this would in- 
vite retaliation and seriously cur- 
tail the markets for our exports. 

The protectionist argument 
which most directly concerns 
American businessmen and labor 
is to protect domestic output, em- 
ployment, and wages. Foreign 
competition can carry with it 
grave injuries to domestic out- 
put, profits, and employment, but 
only for certain, specific interests, 
and never for the national wel- 
fare or that trade would not have 
taken place. 

Nevertheless, we should not 
ignore the plight of seriously af- 
fected industries, nor does our 
Tariff Commission do so. These 
industries can obtain increased 
protection when substantial in- 
jury is threatened. They thereby 
enjoy a refuge from foreign com- 
petition which is not available to 
firms and industries under fire 
from domestic competition. We 
have accepted the anomaly that 
it is well and good in our com- 
petitive economy to have ineffi- 
cient producers squeezed out by 
domestic competition, and yet that 
they should be sheltered from 
foreign competition, at the ex- 
pense of the whole community. 


Tariffs Aren't an Answer 


Just how vulnerable are we to 
imports? The Randall Commission 
in 1954 noted that only 4% of our 
Gross National Product was im- 
ported, that about half of our 
dutiable imports were not pro- 
duced in the U. S., and that about 
two-thirds were not highly com- 
petitive with U. S. production. It 
estimated that a temporary sus- 
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The wide variety of work gloves on display at the David’s Gloves booth 
caught the attention of many P.A.’s. 


Chairmen Harold Berry (I.) and Roy 
Sielisch have a quick word together. 
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Thomas F. Griffin, general manager of purchases, Worthington Corp., 
studies charts at N.A.P.A. exhibit. 


Hildegarde (below) and dancing girls 
were Early Birds’ attractions. 


Always popular, Purchasing Magazine’s convention directory board pro- 
vides a fast, easy way to find old friends and associates. 


Enjoying the U.S. Steel show are Mr. & Mrs. Grant Dalrymple (c.). He is 
P.A. at the American Trampoline Co., Jefferson, lowa. 
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At the 
Inform-A-Show... 


Flashing lights, spinning reels, enliven 1.B.M.’s_ prize-winning 


Lamp display: bright, informative. Salesmen answered many questions. 
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Crowded booths were typical at busy Inform-A-Show. 


Power transmission was just one of Link-Belt’s attractions. 





pension of all U. S. tariffs would, 
in itself, cost the U. S. from 70,000 
to 150,000 jobs. This takes no ac- 
count of adjustments in U. S. pro- 
ductive capacity, the increases in 
workers handling these increased 
imports, or, much more important, 
the increased employment result- 
ing from the increase in our ex- 
ports which would result from our 
dropping all tariffs. This direct 
employment loss would be only 
about 1.4% to 3% of our current 
unemployment of about five 
lion which we accept as an 
fortunate consequence of an 
planned economy. Even though 
there would likely be a net gain 
in employment as a consequence 
of abandoning all protection, there 
would still be financial, commu- 
nity, and human problems of dis- 
placement. There have been many 
sound suggestions as to how the 
government might assist in these 
adjustments, but we won’t go into 


mil- 
un- 


un- 


When and Why 


W HY SHOULD Americans buy 
overseas? If we eliminate the ob- 
vious buying for reasons of mili- 
tary expedience, governmental 
buying to encourage our allies, or 
buying to conserve dwindling na- 
tural resources, we believe the 
following reasons are those that 
impel us to search abroad for the 
products we need: 

1. When the product is peculiar 
to another country 
When the product cannot be 
made in sufficient quantity in 
our country to satisfy the 
need. 

When the purchase overseas 
will give us a product cost 
advantage. 

. When the overseas product 
will give us “prestige” ad- 
vantage. 

When unusual happenings 
make a “one-shot” foreign 
purchase necessary. 

As an example of a product not 

made in this country, we can point 
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them. Not even the most avid free 
trader advocates immediate re- 
moval of all restrictions. Such a 
move could be quite gradual and 
differential to allow particular sit- 
uations to adjust. On the other 
hand, to advocate long-term tariff 
protection is to put narrow inter- 
ests in direct opposition to the 
national interest. It is very much 
to their credit that many corpora- 
tions, though suffering from for- 
eign competition, have sought re- 
lief through increasing their own 
competitive strength rather than 
through increased protection. 
Consumer Gain 

3esides overall economic gains 
for the community, there are 
many specific gains to be realized 
from increased foreign competi- 
tion. Perhaps the two most im- 
portant are the stimulating and 
regulating effects of 
scope of competiti 


this broader 
yn on domestic 


to the multiple-speed transmis- 
These 
Eu- 
rope, but so far the domestic bi- 
cycle manufacturer was not pres- 


used in bicycles. 


sions 


transmissions originated in 


sured into putting this item on 
his product. 


Handicaps of Buying Foreign 

However, with the recent ac- 
celerated interest in adult riding, 
plus the fact that our kids are 
getting more “gadget-minded”, it 
now is necessary that we offer 
such a transmission. We had to 
go to the natural market for the 
item, although recently several 
American brake manufacturers 
found it advantageous to 
offer this type transmission. 

As an item that cannot be man- 
ufactured in sufficient quantities 
domestically to satisfy the need, 
it is interesting to note that dur- 
ing the past decade approximately 
98% of the chain used in bicycles 
came from 


have 


foreign suppliers. 


producers and the wider range of 
consumer choice thus available to 
our citizens. The influx of Japa- 
nese transistors helped stimulate 
increased efficiency by our pro- 
ducers which led to last year’s 
significant price The 
auto industry is a classic example 
of the consumer choice benefit of 
foreign competition. Year after 
year Detroit pontificated that their 
expensive, chrome covered, gas 
gobblers were just what the 
American public wanted—and we 
would still be duped if we had 
not been able to make heavy pur- 
chases of cheap, functional, eco- 
nomical foreign cars. This revolt 
finally forced Detroit to give us 
a choice of more 
Meanwhile we 


decreases. 


sensible cars. 


from a 
big exporter to a big importer of 
Now the import tide has 
slackened because our industry 
was forced by foreign competi- 


changed 
cars. 
(Please turn to 


page 126) 


to Buy Foreign 


By Sam H. Mesha 


Arnold, Schwinn & Company 


American chain manufacturers 
have been hard at work on the 
problem and within months we 
feel that we will be able to start 
reversing the percentage figure. 
Our third reason for going over- 
seas is when the overseas pur: 
chase will give us a product-cost 
advantage. This reason though, 
lemands the most study and care- 
ful analysis. There are political, 
moral and 
volved 
The political and moral issues 
can be side-stepped for the eco- 
nomic advantage, but let us ex- 
amine this economic advantage in 
greater detail. You must be pre- 
pared to carry a much larger in- 
ventory of materials you 
would if you bought only do- 
mestically. If you are a Great 
Lakes buyer, you must carry an 
inventory sufficiently large to en- 
able you to operate from fresh- 
water freeze up, about November 
15th, to the opening of the Great 


economic issues in- 


than 








Lakes, about April 15th. With 
the long lead time necessary be- 
cause of the foreign producers 
busy schedule plus the time neces- 
sary for transportation and cus- 
tom clearance you are crystal- 
balling your requirements at least 
six months ahead of need. 

We find our domestic inven- 
tory turns over perhaps four or 
five times a year, but our foreign 
inventory turns over about half 
of that rate. 

Recent studies indicate it may 
be wiser to increase your profits 
by careful control of inventory 
and rapid turnover rather than 
by expenditure of tremendous 
sales effort and expense. If this 
is so, the lower piece part cost 
of the foreign item, balanced 
against the necessarily heavier in- 
ventory position that must be 
taken, could conceivably come out 
to a figure that would make the 
domestic part competitive if the 
“cost of possession” figure is 
known and applied. 


Often foreign merchandise must 
be paid for before it is received, 
either by payment against docu- 
ments, or by letter of credit ar- 
rangements, These arrangements 
represent excessive demands on 
funds that would not be necessary 
when buying domestically. 


Rejection Problem Is Great 


When buying overseas for the 
cost advantage, remember the dis- 
position of defective parts, both 
the parts returned from your cus- 
tomers and the parts rejected by 
your incoming inspector. In most 
cases, to return defective parts 
to your overseas supplier, you 
must become a minor-league ex- 
porter; you must arrange for 
drawback on your import duties 
and execute the many documents 
necessary. Usually these opera- 
tions get so involved that in many 
cases it is more economical to 
dispose of the defective part lo- 
cally, 

The rejection problem should be 


thoroughly discussed with your 
overseas supplier at the time the 
initial order is let. Establish clear- 
cut specifications and tolerance 
limitations and be sure your over- 
seas supplier agrees to accept re- 
sponsibility for disposition of de- 
fective parts. Usually, the foreign 
supplier is more than anxious to 
do his part in rectifying an error, 
but the necessary red tape will 
usually defeat his good intentions. 
Be prepared to absorb consider- 
ably more of this rejection cost 
in overseas buying than you do in 
domestic buying. 

Despite a product cost advan- 
tage of buying certain of your 
components overseas, it must be 
emphasized that the domestic tool- 
ing be kept active to some degree, 
Without this protection the for- 
eign supplier is in a much better 
position to dictate prices. At this 
time most of the overseas pro- 
ducers are under tremendous 
pressures to raise prices and it 
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Reports to Management 


By E. M. Krech 


J. M. Huber Corporation 


R EPORTS TO management 
can provide useful, valuable and 
challenging information; help in- 
crease the importance and ef- 
fectiveness of the purchasing de- 
partment; and materially im- 
prove intra departmental rela- 
tions. 

In spite of the truth of the 
above statements comparatively 
few purchasing managers use this 
effective tool as part of a well 
organized and planned program 
to inform those who do not un- 
derstand purchasing’s many fa- 
cets—to praise those who have 
helped the department to do its 


work efficiently—and to spell out 
for all to see, the plans and ob- 
jectives for the months ahead. 


Reports Needn't Be Formal 


My reports to management are 
both informal and formal. During 
the year I have many opportun- 
ities to personally discuss specific 
problems and plans with our pres- 
ident. These involve policies, pro- 
cedures, interdepartmental dif- 
ferences, salaries, personnel and a 
host of different subjects. Noth- 
ing of importance is permitted to 
drag along and die of old age. It 


is too apt to revive with greater 





vigor at a later date. 

The techniques used to prepare 
a formal written periodic pur- 
chasing report are many and va- 
ried. Before I started to issue an 
annual written report to our 
president, I had to find out what 
useful and interesting data I 
could develop which was not 
available in the annual report 
prepared by our treasurer. Again 
confining my studies only to pur- 
chasing, I soon realized that I 
had a wide open field. 

Being a closed corporation very 
little information was available 
to the employees or general pub- 
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lic. Our president therefore au- 
thorized our treasurer to fur- 
nish me any data I needed to 
prepare my report. This was a 
tremendous help for I was able 
to get our figures on sales, inven- 
tories, departmental costs and 
personnel, not normally available. 
In publicly owned corporations 
this material is generally avail- 
able internally upon request. 


Make Report Interesting 

By setting up some simple ac- 
counting procedures for our di- 
vision purchasing agents, I was 
able to get figures on dollar pur- 
chases, orders issued, cash dis- 
counts taken and inventory turn- 
over. Gradually we developed 
enough statistical data to prepare 
our first annual report to man- 
agement. 

Our first report presented sta- 
tistical comparisons for the fol- 
lowing items by divisions or loca- 
tions: 


. Dollar purchases 
2. Dollar sales 
3. Cash discounts taken 
. Departmental operation 
. Summary of work load 
>». Inventories 
7. Consumption 
major items 
With the aid of this data we 
developed the foilowing perform- 
ance ratios: 
1. Purchases to sales 
2. Departmental costs to 
purchases and sales 
3. Cash discounts to purchases 
4. Inventory turnover 


costs 


(in dollars) of 


both 


5. Consumption 
sales 


(or usage) to 

This last ratio is only practical 
where raw materials are con- 
verted into semi-finished or fin- 
ished products. 

Now all of data 
had to be clearly and concisely 
analyzed and interpreted to be 
useful to management. It had to 
be presented attractively and 


of this mass 


forcefully. 

In order to make the report 
appealing I started the written 
portion with the conclusions. 
Here in two or three paragraphs 
I summarized the results of the 
previous year’s operation with 
explanations, compared _ results 
wherever possible and expressed 
an opinion on the new year’s op- 
portunities. 


List Objectives 

This was followed by a listing 
of our two or three major ob- 
jectives for the new year. 

Then came the bulk of the 
written report with the detailed 
analysis of the statistical materi- 
al, 

The final section was the statis- 
tical data and any charts used to 
illustrate specific items. 

The first report was a small 
start toward a still to be 
reached. We have added several 

(Please turn to page 110) 
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Checklist for Management Reports 


‘Les CHECKLIST covers the 
why, what, how, when and where 
of reports to management. Let’s 
start with the why: 

1. Reporting is an_ established 
managerial technique. 

2. To help your company. Reports 
are needed to evaluate both the 
work of the purchasing organiza- 
tion, and your personal contri- 
bution to the successful perform- 
ance of work planned and neces- 
sary. 

3. To help yourself. Putting some- 
thing down on paper clarifies your 
own thinking and planning. Re- 
ports also present an opportunity 
to sell ideas, the importance of 
the function—and yourself. 


What to Report? 

1. Empathy. Give your manager 
information that will be useful 
and interesting to him—not what 
is routine or easily available. 

2. Highlight reporting. Better to 
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have the boss ask for extra de- 
tails (which you have available) 
than to drown him and have him 
miss the “key” points you are try- 
ing to put across. 


2 


3. Mix facts and figures. The twin 
dangers of management reporting 
are first, providing a narrative 
text without charts or statistics; 
and second, presenting a series of 
statistical tables without mean- 
ingful comment or interpretation. 


4. Wanted—action programs. The 
real job of the P.A. is to interpret 
and analyze the facts, to forecast 
material availability and price 
changes, and to propose and rec- 
ommend action plans that are in 
a company’s best interest. 

5. Cover the function. Emphasize 
the problem of special, current 
concern; but also include in your 
report activities and plans on all 
major phases of purchasing, even 
if some are currently neglected. 


By James A. McAleer 


General Electric Company 


How to Report? 


1. How long? My own opinion on 
most periodic and memorandum 
reports is, “2-4 pages.” 

2. Organizing the report. Put first 
things first. Underlined topical 
headings make organization struc- 
ture apparent to the reader. Con- 
cise topic sentences and para- 
graphs that summarize what fol- 
lows also help. “Executive sum- 
maries” are appreciated on long 
reports. 

3. Keep it plain and _ positive. 
There is no magic in long words; 
they are more likely to confuse 
or annoy than to impress your 
reader. 

4. Write and re-write. Put your- 
self in the place of the reader, 
and be sure the meaning will be 
clear to him. 

5. Appearance. A well-typed re- 
port with the subject clearly iden- 


tified, generous margins, interest- 
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ing headings, and good supporting 
statistics and charts will readily 
attract the executive reader’s eye 
and interest. 


What to Report? 


Timing depends on the impor- 
tance of the particular report to 
the success of the business. It 
also depends on your manager’s 
time schedule, and your own 
preparation time requirements. 

1. Periodic reports. The trend in 
General Electric reporting is for 
less frequent reports to manage- 
ment. Full-scale reviews and fore- 
casts are being prepared on a 
quarterly or annual basis more 
often than in the past. 

2. Special reports. A report should 
be completed promptly. If nec- 
essary, the report can be identi- 
fied as “preliminary,” and a more 
detailed investigation and report 
made later. 


Where to Report (or to whom?) 
1. To immediate superior. Obvi- 
the purchasing agent must 
first report to his immediate su- 
perior. But this is not enough. 
If a report contains useful in- 
formation, it should be made 
available also, either in part or 
in its entirety, to other business 
associates. 
2. To management. High- 
lights of purchasing reports are 
usually presented verbally or in 
writing to top managers to help 
them make decisions. 
3. To purchasing team members. 
Circulation of reports to all mem- 
bers of the purchasing organiza- 
keeps them informed and 
gives them a better perspective on 
their own activities as part of the 
total operation. 
4. To related functions and others. 
Purchasing reports are frequently 
circulated on an exchange basis 


. lee 
ously, 


top 


tion 


to managers of other functions, 
such as traffic, production, quality 
control, marketing, engineering. 

Purchasing reports are recog- 
nized as an important qualifica- 
tion for securing Government con- 
tracts for companies engaged in 
defense production. 

If purchasing is important, and 
we believe it is, then management 
is entitled to know, and is inter- 
ested in significant facts and anal- 
ysis: how much we spend, from 
whom, and what commodities; 
how material and price develop- 
ments are likely to affect the 
business; what our purchasing 
goals are for this year, and what 
we accomplished last year; what 
are the problems, and what solu- 
tions are being found. Without 
basic reporting of this type, we 
cannot do our jobs well or get the 
management support and under- 
standing that we need. 





What Management Expects 


Lone AGO, the line opera- 
tions, marketing and manufactur- 
ing, became identified with the 
production of profits. Staff opera- 
tions, finance, accounting, law, 
personnel, purchasing and the like, 
were all lumped together under 
the heading of “burden”, “over- 
head” and other similar terms fre- 
quently used in a disparaging 
way even by people who know 
better. Thus, the idea easily 
evolved that marketing and op- 
erations were absolutely neces- 
sary and were the source of all 
profits, while purchasing and the 
others were expensive, burden- 
some nuisances that detracted 
from profits. 


It is only from the mid-fifties 
on, out of the past two decades, 
that buyer has really been 
able to demonstrate fully his abil- 
ity to produce profits. Once the 
economic climate gave the buyer 
a chance to show management 
what he could do to produce 
profits, what was the size of the 
potential contribution? 


the 


Purchasing Produces Profits 


Some food industry figures 
might be interesting. In Corn 
Products Company cost of goods 
is 77% of net sales. In Swift and 
Company the cost of goods is 
92% of sales. Hunt Foods reports 
their cost of goods at 78%. In 


By S. E. Spencer, Jr. 


General Foods Corporation 


General Foods the figure is 66%. 
Since the value added by manu- 
facture (labor, etc.,), is relatively 
small in the food industry, by far 
the greatest single element of ex- 
pense for every food company I 
know is its purchased materials. 

The opportunity for the buyer 
to contribute to profits in the food 
industry should be obvious to 
every management, but you may 
have to tell them yourself. As we 
express it in General Foods, a 
3% reduction in the cost of the 
things we buy is the profit 
equivalent of an 18% increase in 
sales. Yet, we have only 75 buy- 
ers compared to 4,000 to 5,000 peo- 
ple in various marketing and 
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Moderator Harry Wurster (1.) and national VASCO chair- 
man Ken Cruise prepare for the Value Analysis workshop. 


Lovely models took Polaroid photos of P.A.’s and their 
wives at the Humble Oil booth in the Inform-A-Show. 


From the Southwest: Ben Newbery of 
Texas (I.) and Gene Murray of Okla- 
homa. 


The outlook for aluminum, cop- 
per, lead, zinc, and steel was 
brought into sharp focus during 
the well-attended metals forum. 


An interesting buzz session at the VASCO workshop gave 
everyone a chance to participate. 


Old schoolmates Beli and Howell’s Charles Percy (I.) and 
Conover-Mast president Bud Mast, Jr. (c.), discuss the con- 
vention with Purchasing Magazine publisher Ray Richards. 
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Members enter grand ballroom for a 
general convention session. 


2a 


Outgoing District V.P.’s Bill Adamek 


“Get acquainted hours” for the ladies proved a successful innovation. and Glenn Baumhardt study program. 


Scene stealers at the In- 
form.-A-Show were these 
two ‘’purchasing ex- 
perts.”’ 


Louisville friends, 
T. A. Corcoran (I.) and 
Bob Burnett discuss 
opening session talks. 


At the Charles Bruning Co. booth, a P.A. finds out how Tom English, former president of N.A.P.A., enjoys leisure 
copying machines can help speed order writing. moments to talk to old friends. 
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selling activities. The “per capita” 
opportunity for real contribution 
to profits through improvement in 
performance on the part of the 
buyer is obvious. Fortunately, for 
those of us in the purchasing func- 
tion in General Foods, there are 
many ways in which we are able 
to report our profit contributions 
up the line. 

First of all, every function 
everywhere in the company estab- 
lishes goals in its formal annual 
statement of objectives. At the end 
of the year we measure our prog- 
ress in terms of dollars, when 
possible, in a formal report of ac- 
complishments. Twice in the past 
two and a half years, I have been 
privileged to address our top fifty 
executives, from the chairman on 
down, on the way in which pur- 
chasing contributes to profits. In 
addition, our accomplishments 
are reported in numerous ways— 


weekly activities reports, in a 
weekly management newsletter, 
in our monthly reports to direc- 
tors and in corporate purchasing’s 
bi-monthly newsletter. The fre- 
quent recognition given to every 
buyer’s significant accomplish- 
ments is a powerful stimulant. A 
more tangible reward has been 
management’s willingness to up- 
grade the job levels in purchas- 
ing very substantially. 


Need Skilled P.A.'s 


The kinds of performance we 
measure are development of new 
competition, specification analysis 
permitting a lower cost product 
to accomplish the same or better 
result, analysis of freight and 
handling opportunities, direct ne- 
gotiations, make or buy decisions, 
anticipation of the proposed ac- 
tions of governments and, largest 
of all in the food industry, the op- 


portunities that lie in the suc- 
cessful timing of purchases and 
management of inventories. 

In some companies, the belief in 
the integrity and consequently of 
the validity of purchasing’s profit 
contribution may not come until 
new and stronger men have taken 
over. These are the companies 
where one or more of the follow- 
ing practices still prevails: 

1. The manager intervenes in 
behalf of his old friends to award 
bids to a favored supplier in the 
face of legitimate new competi- 
tion. : 

2. There is no enforced writ- 
ten policy designed to discourage 
the giving of Christmas or other 
gifts to purchasing people at any 
time. 

3. There is no policy governing 
conflicts of interest. 

4. A buyer can be corrupted by 

(Please turn to page 118) 





The Market Outlook for Coal 


- 
T HE NEED for electricity and 
the sources of energy behind it 
will never stop growing. The basic 
sources of this energy are coal, 
natural gas, oil, hydro- and nu- 
clear power. You have the oil 
and gas industries represented 
here today. In passing, I will say 
we in the coal business regard 
the oil and gas people as allies 
and partners in this job of pro- 
viding adequate heat and energy 
in the years to come. The outlook 
of population increase and ex- 
panding industry poses a dramatic 
challenge to all of us. We believe 
that each fuel can and will fill its 
proper role. 

Coal’s availability can be meas- 
ured in terms of centuries. As 
an example, mineable coal re- 
serves from the Mississippi River 
Valley through the Appalachian 
Range amount to more than three 
hundred billion tons—more than 
has been extracted in the United 
States in the past two centuries. 
The Western states also contain 
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billions of With such tre- 
mendous reserves, coal can assure 
industry and the general public 
of ample fuel supplies for hun- 
dreds of years to come. 

The public has a vital interest 
in the outlook as regards the 
of fuels. We believe our 
record rather well answers that 
question. Without a doubt, coal 
has been one of the most forceful 
anti-inflationary factors in our 
country’s economy in the past 
dozen years or so. 


tons. 


cost 


Cost Up, Prices Down 


During this period, the mines 
have had substantial increases in 
the cost of labor and of materials 
and supplies. The coal miner has 
become the highest paid indus- 
trial worker. His wages have risen 
by some 70% in the past 12 years 
and he has become the beneficiary 
of a welfare fund that adds almost 
10% to the cost of every ton of 
coal. 

In spite of these cost increases, 


By S. L. Jewell 


Peabody Coal Company 


the average cost of coal at the 
mine today is 26 cents a ton less 
than it was in 1948. This is true 
because of the industry’s great 
increase in  productivity—tons 
produced per man per day. 


Industry Keeps Improving 


In 12 years, the coal industry 
has more than doubled its pro- 
ductivity. This progress has been 
made possible by the industry’s 
willingness to invest heavily in 
the nation’s growing energy pic- 
ture. Huge investments in modern 
large-scale mechanical mining 
equipment have made coal one of 
the most highly mechanized in- 
dustries in the country. As a con- 
sequence, today’s skilled Ameri- 
can miner can get out as much 
coal in one day as his counterpart 
elsewhere in the world can pro- 
duce in a week. 

In recent years, the industry 
has devoted much effort and capi- 
tal investment to bring about re- 


(Please turn on page 122) 
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The Market Outlook for Gas 


Gas SUPPLIES are adequate 
for many years. Still, it’s the bet- 
ter part of realism to concede that 
ultimately supplies will grow 
short. Does this eventuality mean 
the end of the gas industry? Let 
me assure you most emphatically 
that it does not. 

There are enormous amounts 
of coal and oil shale in the United 
States which could be converted 
to synthetic gas of a quality 
equivalent to our present natural 
gas. Pilot operations have already 
proved the feasibility of gasify- 
ing both fuels. Present research 
is being devoted to improving the 
economics. The application of nu- 
clear energy to the gasification 
of coal and oil shale for process 
heat should help in this direc- 
tion and also extend the reserves 
of these solid fossil fuels. 

The long-range possibilities of 
atomic and solar energy do not 
dismay us in the gas industry 
either. Distributing energy by 
electric lines costs more than eight 
times as much as delivering the 
same amount of energy through 
pipes. 

The gas industry is basically in 
the energy distribution business. 
If there are going to be new 
energy sources and uses, the 
unique advantage of our under- 
ground pipe system puts us in a 
most enviable position. If anyone 
can exploit these new sources and 
uses of energy, we can. And we 
intend to do so. 

In the regulatory area there is 
one recurring problem which I 
believe is very important to you 
as purchasers of large quantities 
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of gas. I refer to the tendency on 
the part of the Federal Power 
Commission staff and even some 
of the commissioners to ignore 
the true economic facts of the 
market place and the actual rela- 
tionships of costs of supplying 
natural gas while pursuing a so- 
cial philosophy, or, worse, slavish- 
ly following a formula. 


Figuring Gas Costs 

In the long distance transmis- 
sion segment of the natural gas 
industry, a careful analysis of 
costs shows that a large part of 
the total cost of doing business, 
perhaps about half, is determined 
by the designed capacity of the 
system and will remain constant 
whether that system is used at 
1% or 100% of its capacity at 
any time. These are the fixed costs 
of depreciation, property taxes, 
interest and the like. 

The other half of the total costs 
of transmission will vary more 
or less directly with the quanti- 
ties of gas delivered or percentage 
of use of the full capacity. The 
cost of the gas itself at the well- 
head and of the fuel to run com- 
pressors are the most directly 
variable of these costs. These 
will, of course, vary from 
one pipeline to another, and no 
specific case can be measured 
by such a broad generalization. 

The problem arises in determin- 
ing how these two different types 
of costs should be allocated to 
the different classes of customers. 
If the designed capacity of a long 
distance gas transmission system 
is established to meet the re- 


ratios 


By Marvin Chandler 


Northern Illinois Gas Company 


quirements of a specific market— 
for example, the heating market 
—most cost accountants would 
say that the fixed or non-variable 
cost of that system should be 
allocated to that particular mar- 
ket on a straight cost accounting 
basis. There would then be avail- 
able during parts of the year un- 
used pipeline capacity. 

The incremental cost to the 
pipeline system of delivering 
additional gas through this unused 
capacity would be the unit vari- 
able cost. To the extent that gas 
delivered through this unused 
capacity can be sold for more 
than its incremental cost, it con- 
tributes a payment to reduce the 
amount of the fixed charges al- 
locable to the space heating load 
first referred to. 

The position taken by com- 
petitive fuels and by many in 
the regulatory field is that no 
pipeline would be built to supply 
one specific load only, and that 
therefore the allocation of all 
the fixed charges to that load is 
improper. While this point can 
be argued in many ways, it is 
not susceptible to mathematical 
or accounting proof and the fol- 
lowers of this theory end up 
with a completely arbitrary allo- 
cation of cost. 

The trend in gas prices must 
depend on regulation and on sup- 
ply—related, of course, to de- 
mand. The biggest problem in 
regulating gas prices today is in 
the producing end. I don’t think 
I need to more than mention that 
this problem was dropped in the 
lap of the Federal Power Com- 
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mission by the Supreme Court 
in its 1954 decision in the Phillips 
case and that a full solution has 
not yet been found. 

There are still conflicting opin- 
ions both within and without the 
gas industry as to whether this 
area pricing method is the right 
answer, and it has not yet been 
tested in the courts. In any event, 
the F.P.C. has taken a decisive 
step in an attempt to simplify 
and clarify the situation, and is 
pursuing it vigorously. The area 
prices established are not as low 
as some people would like to see 
them, but I believe the Commis- 
sion could not have realistically 
set them any lower. 


Court Opposes Pipelines 


Another step towards holding 
the line on prices was recently 
taken by the F.P.C. in an order 
in a Panhandle rate case. Pipe- 
lines which produce all or part 
of their gas supply have contend- 
ed that they should be allowed a 
“fair field price” or commodity 
value for their own production, 
rather than mere reimbursement 
for their cost of service as cal- 
culated on the usual regulatory 
formula. 

In an early Panhandle case, 
the Supreme Court had indicated 
that such an allowance would be 
permissible if the pipeline could 
prove that the dollars were need- 


ed for development of adequate 
supplies of gas. After hearing very 
extensive evidence presented by 
Panhandle, the Commission held 
that the pipeline had not proven 
its need for the additional allow- 
ance and ordered new rates 
based on actual cost. It appears at 
the moment that it will be very 
difficult for any pipeline to secure 
more than its cost for its own gas 
production. To me this is disap- 
pointing, because I would like 
to see our pipelines with a strong 
incentive to find gas. The immedi- 
ate effect, however, is to hold 
gas prices down. 

As a general observation, it 
seems to me that the very rapid 
rise in field prices of natural gas 
which we have experienced over 
the last several years is leveling 
off somewhat. One fact which 
tends to confirm this observation 
is the number of sales made re- 
cently of large gas reserves which 
have been held shut in for some 
time in the past. You might as- 
sume that the people who have 
been holding this gas (and who are 
probably among the most sophisti- 
cated in the industry) have now 
decided that sale at this time is 
to their advantage rather than 
holding for further price increase. 

I am sure that each of you as a 
purchasing agent studies his sup- 
pliers’ rates carefully and can 
determine the effect of variations 


in your operations on the price 
you pay for gas. If you haven't 
done so, it would certainly be 
worth your while to review your 
heat and energy requirements 
with your gas supplier. Our abil- 
ity to design rates which will be 
helpful to our customers depends 
to a great extent on our know!l- 
edge of their prospective loads. 


New Uses for Gas 


In looking for improvements 
in load factor, I think you should 
give particular attention to the 
newest developments in gas air 
conditioning and heating. For the 
average industrial or commercial 
operation, the annual balance be- 
tween fuel requirements for heat- 
ing and for air conditioning is 
much better than for the smaller 
customer. 

The use of gas engines as prime 
movers and the spectacular work 
now being done in gas turbines 
furnish a most interesting field 
for use of gas in many industries. 
When coupled with waste heat 
boilers to provide space heating 
and absorption air conditioning or 
process heat, the over-all efficien- 
cies obtained can be phenomenal. 
With the use of a gas turbine, the 
generation of high frequency elec- 
tricity for new lighting 
presents a most exciting prospect 
for economies in first 
operating costs. 


systems 


cost and 





The Market Outlook for Fuel Oil 


Over THE next ten years or 
so you are going to see one of 
the most severe competitive fights 
among the suppliers of fuel that’s 
ever been waged. Electric utili- 
ties, for instance, have budgeted 
more than 52 million dollars to 
promote the use of electricity for 
home heating. 

You may be assured that none 
of the rest of us in the field of 
fuels is going to take this sort of 
thing lying down. The LPG mar- 
keters, the natural gas marketers, 
the fuel oil marketers, the coal 
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marketers—they’re all going to 
be in there pitching, and pitching 
hard, for a sizeable share of the 
available market. One petroleum 
industry answer to the challenge 
is an elaborate research program 
expected to result in marked im- 
provements in product and serv- 
ice. 

You need have no fears about 
the adequacy of the fuel oil sup- 
ply. If anything, our problem is 
going to be for a while one of 
too much product for proper bal- 
ance with the effective demand. 


By A. V. Fraser 


American Oil Company 


You can probably look in the 
short run for some downward 
pressures on fuel oil prices while 
our industry struggles to adjust 
itself to the situation. You can 
look for refiners to accommodate 
their capacities to the market 
realities, holding distillate output 
down near distillate demand. You 
can confidently expect that com- 
petition, which grows sharp be- 
yond all past imaginings, will pro- 
duce valuable product improve- 
ments that will benefit 
company customers. 


all oil 
END 
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The Lead and Zinc Outlook 


By Jean Vuillequez 


American Metal Climax, Inc. 


Att AVAILABLE § statistics 
show that there has been an im- 
portant increase in consumption 
of lead and zinc in the last decade 
and all indications are that it will 
continue to increase in the present 
decade. 

Zine consumption of the free 
world increased about 40% in the 
last ten years. By consumption 
we mean deliveries of slab zinc to 
the first industrial user. 

The potential growth can be 
seen better from some of the past 
changes in zinc use in various 
countries. West Germany, Den- 
mark, Italy, Yugoslavia, Austria, 
Sweden, and Switzerland doubled 
or more than doubled their use 
of refined zinc in the past decade. 
So did India and Japan. In the 
Americas, Argentina, Brazil, and 
Mexico are in the same class of 
rate of growth. In the Soviet Bloc, 
every country has at least 
doubled its use of zinc since 1950 
except Czechoslovakia, which in- 
creased by about two-thirds. A 
few European countries showed 
no growth in zinc use if 1950 is 
compared with 1959. 


Zinc Consumption Fluctuates 


Comparing the zinc consump- 
tion figures of the U.S.A. for 1959 
with 1950, as we did with the 
other countries, shows a drop of 
about 10%. This is partly due to 
the particular years selected— 
1950 was an exceptionally good 
zinc consuming year in the USS. 
and abroad and 1959 was a bad 
year in the U.S. But the USS. 
in 1959 used 30% more refined 
zinc than in 1949. We are confi- 
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dent that the growth in the US. 
will be considerable although it 
may not be as great as many 
other countries. 

Data on recovery of zinc from 
scrap are not as well known as 
those for refined zinc deliveries. 
But it appears that there has been 
no increase in scrap collection 
and consumption of secondary 
zinc. 

There are a number of reasons 
for the increased zinc consump- 
tion: 

(1) Increased real national in- 
come and industrial production 
in most parts of the world. 

(2) A larger proportion of real 
income was spent on products that 
are not classified as necessities. 

(3) As industrial facilities in- 
crease along with increasing na- 
tional income, the less developed 
areas are able to go from wood 
and other products that are hand 
and home fabricated to the more 
serviceable metal products. This 
has accounted to a considerable 
extent for the increase in zinc use 
by less developed areas. The zinc 
potential in Asia, Africa and 
South America is great in terms 
of castings and even greater for 
galvanized products. Europe and 
Japan may provide the greatest 
growth for zine castings in the 
coming decade, while the less de- 
veloped areas probably will pro- 
vide the greatest potential for gal- 
vanized and rolled zinc products. 

Zinc is very easily cast into ob- 
jects of rather intricate shape. It 
requires little finishing. It is hard 
and can operate well in conjunc- 
tion with moving parts. It is high- 


ly resistant to corrosion. It wears 
well. It is inexpensive. It is easily 
coated on other materials and ad- 
heres well. It alloys well with 
other metals. 


Future Looks Good 


No other material has all these 
qualities. No other material comes 
close on most of them. Zinc is a 
natural for so many objects that 
inevitably are needed by people 
who are leaving the primitive and 
even the moderate levels of living 
that its further growth appears as- 
sured. The fundamental assump- 
tion that underlies this thought is 
that the real national income of 
the world will continue to rise and 
so will per capita real income. As 
the U.S. economy grows and as 
the economies of the rest of the 
world move ahead, more zinc will 
be used. 

It is for these reasons that those 
of us in the business of producing 
zinc keep our eyes on the supply 
side. We think we will be able to 
produce the metal at reasonable 
prices to take care of growing de- 
mand. 

What will happen to zinc in the 
near future will depend on the 
course of the economy in the U.S. 
and abroad. We think the current 
signs of improvement foretell an 
upsurge in the U.S. economy and 
zinc consumption by U.S. indus- 
try will move ahead with it. The 
end of 1961 should see firmer zinc 
markets in the U.S. and abroad 
and 1962 should be a good year 
for zinc. 

The future for lead is also good. 
Comparing 1950 with 1959, lead 
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consumption in the free world in- 
creased nearly 25%. Free world 
consumption was about 27% high- 
er in 1950 than in 1949. If we com- 
pare 1949 with 1959, world re- 
fined lead consumption increased 
45%. The “truth” lies somewhere 
in between. 

Using any of these years, 
Europe shows a great increase in 
lead consumption. Asia shows an 
even bigger increase and Soviet 
Bloc data suggest a much greater 
growth. 

Lead consumption, possibly 
even more than zinc, is associated 
with a high standard of living. 
Though lead is easily worked and 
does not require a high technolo- 
gy to fabricate, the more impor- 
tant uses are not available to 
people who do not earn a fair 
margin over subsistence, 

Europeans are buying automo- 
biles at a great pace. Other for- 
eign countries will do so in this 
decade. This is of course accom- 
panied by the use of much lead 
for batteries. As the family auto- 
mobile is acquired in other coun- 
tries, an increase in lead use for 
batteries—and in tetraethyl—can 
be expected. 


One of the great difficulties in 


statistical compilations on lead, 
with which some of you are cer- 
tainly familiar, is scrap. 


Lead Price at Its Lowest 


The problem is that, here and 
abroad, the data on collection 
and consumption of lead scrap are 
incomplete. Since the production 
of secondary lead has such an im- 
portant influence on the lead mar- 
ket, the availability of consistent- 
ly accurate information on scrap 
would make it less difficult to 
predict lead prices. 


The lead market shows signs of 
strength. Lead, like most raw ma- 
terials, suffers when industrial 
economies decline and strength- 
ens when stronger economic con- 
ditions appear. I hesitate to malze 
predictions but I believe the lead 
price is about as low as it can 
get. 


There has been much agitation 
for increased duties or other re- 
strictions on the imports of pri- 
mary lead and zinc. Our company 
has consistently taken the posi- 
tion that we will need more and 
more raw materials from other 
countries and that needed imports 
of raw materials like lead and 


zinc should be permitted with no 
impediments so that our manu- 
facturing industries can compete 
effectively at home and abroad. 

We expected substantial reduc- 
tions or elimination of the import 
restrictions or high tariffs, or 
other obstacles, in foreign coun- 
tries against U.S. products. There 
have been some reductions but not 
enough. It is my conviction that 
our government would be on far 
firmer ground if it directed its ef- 
forts to the reduction of restric- 
tions against our exports than to 
the legislation or executive im- 
position of obstacles to needed 
imports of raw materials—and 
thus to higher prices to our 
manufacturing industries who 
are sorely pressed by foreign com- 
petition enjoying lower prices for 
the same raw materials. 

For many years, we have heard 
much about other materials sub- 
stituting for lead and zinc. I will 
make the prediction that in this 
decade much will be heard about 
lead and zinc substituting for 
other materials. We are not just 
trying to protect our markets. We 
are going after the markets of 
others and we will create new 
markets, new products, using lead 
and zinc. > END 





The Market Outlook for Copper 


By Dr. Joseph Zimmerman 


Miles Metal Corporation 


T HERE IS NO copper shortage 
at home or abroad and none is 
likely for the balance of this year 
despite the fact that there have 
been sharp price advances in the 
domestic and foreign markets— 
and in spite of the fact that do- 
mestic purchasing agents have 
been unable to lay their hands on 
all the copper that they are will- 
ing to buy even at the higher 
price. 

Supply and demand determine 
the price of any commodity and 
copper is no exception. In the past 
month or two the demand at home 
and abroad has been activated not 
because there has been a sudden 
boom in business, but rather be- 
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cause purchasing agents want to 
take out supply insurance against 
future contingencies. 

There isn’t a single brass or 
wire mill in this country or 
abroad that is unable to operate 
because it is short of copper. A 
distinction must be drawn be- 
tween actual consumption and 
demand. Domestic copper con- 
sumption has improved and it is 
still excellent abroad, but the im- 
provement is hardly commen- 
surate with the large demand for 
the metal. 

At home, the business recovery 
has resulted in increased con- 
sumption of copper and brass fab- 
ricated products. Last year, dur- 


ing the recession, and for the first 
three months of the current year, 
the fabricators were able to meet 
their customers’ needs by draw- 
ing on their swollen inventories. 


Demand Is Great 

But these inventories have been 
depleted and some are at a dan- 
gerously low level. Consequently 
purchasing agents have not only 
been trying to rebuild their cop- 
per inventory to take care of cur- 
rent needs, but also to lay in a 
reserve against future contingen- 
cies such as: a continued improve- 
ment in business, the possibility of 
a strike at Kennecott’s domestic 

(Please turn to page 132) 
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Tue AMERICAN economy will 
continue on an upward plane at 
least through N.A.P.A. conven- 
tion time next year—and perhaps 
even beyond. 

That is the view of the panel- 
ists who spoke at the convention’s 
economic session. The discussion, 
moderated by Chester F. Ogden, 
vice president of Detroit Edison 
Co., featured these leading econ- 
omists: E. F. Andrews of Al- 
legheny Ludlum Steel Corp., 
chairman of the N.A.P.A. business 
survey committee; Martin R. 
Gainsbrugh, chief economist of 
the National Industrial Confer- 
ence Board; Dr. John K. Langum, 
president of Business Economics, 
Inc.; and Dr. Ezra Solomon, pro- 
fessor of finanfe at Stanford Uni- 
versity. 

The speakers agreed that the 
gross national product in the 
fourth quarter of this year would 
be at an annual rate of at least 
$530 billion. Dr. Langum said 
that GNP could be as high as 
$535 billion and Dr. Solomon pre- 
dicted a rate of $539 billion in the 
last three months of 1961. 


Business Survey Encouraging 


Andrews presented to the large 
group of purchasing agents in- 
formation from the committee’s 
latest business survey report. He 
noted that 48% of those surveyed 
said new orders were better in 
the last month and 49% reported 
better production at their com- 
panies. “Employment figures are 
again encouraging,” he said, while 
“some prices continued to creep 
upward... but at a snail’s pace.” 

Business “will continue to im- 
prove throughout the balance of 
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1961,” he said. But he added that 
“no boom (is) in the making.” 
P.A.’s are keeping “a tight ham- 
merlock” on inventories, Andrews 
reported. “We see no loosening 
up at this time and we feel that 
inventories were a very strong 
contributing factor to the mild- 
of the 1960-61 recession.” 


ness 


Strong Pickup Coming 


A “rather gradual climb in the 
economy” in the third quarter 
followed by “a more exhilarated 
rise” in the fourth was his com- 
mittee’s prediction. In the first 
half of 1962, he said, there will 
be “a strong increase in business 
activity with inventory accumula- 
tion taking place in anticipation 
of the 1962 steel labor negotia- 
tions.” 

Gainsbrugh observed that “The 
American economy displayed 
more resiliency in the recession 
just ended than in any previous 
postwar recession. This was not 
only one of the mildest business 
contractions in business-cycle his- 
tory, but also of exceptionally 
short duration.” 

During the recent recession, 
Gainsbrugh noted, “employment, 
counter to widespread public im- 
pression, was far better main- 
tained than in earlier contrac- 
tions.” He attributed this to the 
rise in employment in service in- 
dustries. 

He said that the Federal Re- 
serve Board index of industrial 
production would be at 115 
(1957—100) by the end of 1961. 
Nevertheless, he noted, the rate of 
unemployment would still be 
around 54%. “Good as is the 
anticipated progress in the second 


half of 1961 and 1962,” he said, 
“it isn’t good enough.” 

Dr. Langum told the purchas- 
ing executives that “we are clear- 
ly moving up in recovery.” One 
of the major reasons for this, he 
said, is the change in inventories 
from liquidation to accumulation. 
But he declared that “this record 
of extreme swings in inventory 
is something we do not have to 
have.” 

Federal cash outlays increased 
around $5 billion in fiscal 1961 
from fiscal 1960, he said—thereby 
bringing total cash outlays to just 
over $100 billion. He predicted 
that “We are never going to 
see a level of federal cash outlays 
under $100 billion and we could 
have even higher increases in 
fiscal 1962 and fiscal 1963.” 

He challenged his audience to 
do its part to boost corporate 
profits. “What kind of growth is 
that,’ he asked, “when total 
corporate profits after taxes 
last year were $22.8 billion com- 
pared with $23 billion in 1955?” 


Durables Outlook Better 


Dr. Solomon said that since the 
consumer durables market looks 
better, “inventory accumulation 
will be rising quite fast.” Fed- 
eral spending will be higher, he 
said, and the current recovery 
won’t cut down our export bal- 
ance. 

Among the steps he suggested 
to prevent violent swings in the 
economy are: inducing people to 
move from manufacturing to serv- 
ice industries through adequate 
rewards, creating new kinds of 
services, and taking another look 
at our current tax structure. 
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Helen Waterman (l.) and Allie Hill 
Boney beam with success of ladies 
program. 


One of the lovelies of the : : : ca ames oscil 

Inform - A- Show. She knew er a - aR FO ia oe 

how to work out the puzzle? Trailblazers: Herbert Sinek and Bob 
Ames at the first breakfast workshop. 


4 


Bob Davis, executive secretary of the Purchasing Agents Association of New 
York, photographs some of the celebrities. 


The Texel automatic towel 
dispenser booth got a lot of 
attention from chasin 

Stan Kogut (I.), Mechanical Rubber e gs ing 
: : gents. 
Co., and friend take time out to relax. 


From pulp to paper towels in minutes. The miniature paper-making machine at 
the Scott Paper Co. exhibit attracted a lot of attention. 
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Purchasing and Automation 


Procurement automation is 
based on the management by 
exception principle—wherein the 
computer will recognize if the 
vendor meets all the conditions of 
the purchase order. Where condi- 
tions are not met, the computer 
is programmed to reject the ex- 
ceptions for manual audit. Our 
computer experience to-date has 
shown that the exceptions con- 
stitute between 5 and 10% of our 
total volume of activity. 

The nature of the procurement 
operation is such that purchasing 
must be the hub of all activity, 
since the operation of the inte- 
grated functions depends entirely 
on the purchase orders released. 

Our computer system then is 
the central processing unit for all 
phases of the procurement cycle 
and is controlled through the fol- 
lowing master records: 


Speeds Up Purchasing 


An order status tape contains 
the current status of every open 
purchase order as well as those 
orders closed within the past 3 
menths. An open requisition tape 
transfers data from the requisi- 
tioning to the ordering process. 
A part history tape contains the 
latest vendor quotations, previous 
order data and other basic infor- 
mation on all purchased part 
numbered items. A vendor tape 
contains name, address and num- 
ber. 

The volume of purchasing ac- 
tivity in our Endicott organization 
currently is in the range of 300 to 
400 purchase orders daily, 600 to 
800 material receipts and invoices 
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daily, about 12,000 active produc- 
tion part number items, and about 
4,000 active vendors. 

Requisitions for production 
items are received via punched 
card from the production control 
system. The card contains part 
number, date needed in stock, 
and current usage rate. These 
cards are sorted to part number 
sequence and fed to the computer 
system daily. The system com- 
bines the information from the 
punched card requisition with 
data from the part-history and 
vendor tape and assigns a pur- 
chase order number as well as an 
account number. An EOP analy- 
sis is performed by the computer 
to weigh quantity discounts 
against inventory carrying costs. 
Output from the system is a com- 
pleted requisition which is sent to 
the buyer for review and ap- 
proval. 

Upon analysis and decision, the 
buyer will release a requisition 
to the order placement program. 
Any changes or additions that 
the buyer has made will be key- 
punched and entered in the com- 
puter in purchase order number 
sequence. These changes are 
matched to the open requisition 
tape. Output is a completed pur- 
chase order and a tape record of 
the new order. 


Machine Makes the Changes 


All material requirements other 
than production parts are ordered 
on paper requisitions. The requi- 
sitions are approved and released 
by the buyer and purchase orders 
are typed on a typewriter-card 


By William C. Herciga 


International Business Machines Corporation 


punch. The output cards for these 
orders are placed on tape and 
merged with the new production 
purchase orders. Thus, the order 
status record contains all open 
purchase orders, regardless of 
point of origin. 

Requests to alter existing pur- 
chase orders are received daily in 
purchasing. Alterations arise due 
to changes in requirements, price 
variations, engineering improve- 
ments, etc. Changes are coded, 
keypunched and fed to the com- 
puter where they simultaneously 
update the order status tape and 
trigger the writing of an altera- 
tion purchase order. 


Cut Down on Record Keeping 


Invoices enter the computer as 
punched cards. The computer 
matches invoices to purchase 
orders and audits quantity, price, 
extension, discount, routing, and 
transportation terms. Audit ex- 
ceptions are punched out for 
manual control. The order status 
tape is updated, payment control 
cards are punched for approved 
invoices, and accounting distribu- 
tion cards are prepared from the 
original order data on tape. In- 
voices are set-up for payment as 
soon as received. Once every two 
weeks a tape comparison of quan- 
tities received and quantities in- 
voiced is made for audit. 

Payment control cards are held 
for payment due date, then re- 
enter the system for payment in 
vendor number sequence. The 
cards are matched to the vendor 
file and vendor expenditure totals 
are updated. Final output from 
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the system consists of remittance 
porting and vouchers with sup- 
porting control totals to balance 
the payment. 

For each purchase order placed, 
the computer punches a receiv- 
ing card. When goods are re- 
ceived, the receiving master card 
is keypunched with quantity and 
date received and forwarded to 
the computer. The computer 
audits the receipt, updates the 
order status tape and punches a 
balance due master receiving card 
if necessary, which is returned 
daily to the receiving file. Through 
the stock receipt and inspection 
data cards, direct integration is 
tied in with perpetual inventory 
and quality reporting procedures. 

We do not follow our vendors 
for order acknowledgment, more- 
over, we recently removed this 
copy from the P.O. form in keep- 
ing with our management by ex- 
ception principle. We do, however, 
ask our vendors to notify us if 
exception is taken to our order. 

Twenty-one days before the 
date of first shipment, the com- 
puter issues a letter requesting 
confirmation of shipping date 


which is mailed to the vendor. 
Here again, we ask them to re- 
turn this form only if a change 
is made. 

The computer analyzes the 
order status tape daily. When an 
order is 10 days behind schedule, 
an order status form is punched 
and forwarded to expediting for 
manual follow-up. 


Greater Spread Possible 


Order status is available on de- 
mand for any open purchase 
order. Likewise, merely by enter- 
ing a vendor number into the 
computer, we can get a complete 
listing of the current status of all 
open purchase orders for that 
vendor. 

The advantages of clerical sav- 
ings and increased processing 
speed are evident. Equally as im- 
portant, although less conspicuous 
in the short run, are the advan- 
tages derived through the sys- 
tem’s ability to absorb wide fluc- 
tuations in daily volume of trans- 
actions or to adjust to changing 
conditions. 

The transition to computer 
operation offers management new 


veporting techniques. 

Some of our active reporis are: 

Open order status which pro- 
vides a complete open order 
analysis by vendor on a selected 
basis; purchase commitments by 
vendor, commodity or product 
line in summary or detail; ex- 
penditures report classified by 
vendor, commodity and buyer to 
measure past activity by dollar 
volume. 

Purchase index reports are 
recognized as a formidable tool 
for measuring the significance of 
changing conditions from an es- 
tablished base or standard. In- 
dex measurement is presently 
used in our operation to evalu- 
ate the three significant purchas- 
ing variables: price, quality and 
delivery. 

The future potential for this 
system is far reaching in many 
respects. As the new pattern of 
operation becomes molded into a 
basic philosophy, perfected utiliz- 
ation will progressively develop. 
Management tools will improve 
and expand for as long as systems 
capacity and utility remain unful- 
filled. > END 





When and How to Lease 


W uen IT IS not desirable to 
provide sufficient capital for all 
corporate needs, leasing may pro- 
vide the company with the neces- 
sary capital in the form of equip- 
ment to gain the immediate bene- 
fit of greater production, lower 
costs, and, perhaps, a more sal- 
able product; while normal capi- 
tal is kept available for other pur- 
poses. 

Leasing does not always in- 
volve the question of capital or 
the credit rating of a company, 
but may be related solely to bal- 
ance sheet considerations. There 
may be sound reasons why a com- 
pany does not want to report 
additional capital expenditures, 
but can easily absorb the pay-as- 
you-go cost of leasing. 

Leasing should be considered 
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when: (1) The equipment may 
be needed for a short period only; 
(2) The company may desire to 
experiment with processes or 
products requiring new production 
equipment; (3) Equipment leased 
may have a short life; (4) Equip- 
ment may be extremely compli- 
cated in design or constantly im- 
proving in design, requiring fre- 
quent replacement; (5) The 
equipment may require compli- 
cated or costly service and main- 
tenance that is best handled by 
the lessor; (6) Equipment may 
have high rate of depreciation, 
such as trucks and cars; (7) 
Equipment may be needed for con- 
struction purposes only; (8) Its 
nature may make purchasing im- 
practical, as with railroad motive 
equipment, tank cars, etc.; (9) 


By C. Wallace Neilson 


Pittsburgh Steel Company 


The manufacturer wants to con- 
trol distribution and will not sell 
but only lease. 


Buyer Must Be Alert 


In all these cases leasing rather 
than buying is the logical action. 
The decision cannot be reached 
by the buyer alone as it requires 
investigation and action by many 
of the company’s departments. 
The buyer, however, bears the 
full weight of responsibility to be 
alert to leasing, its possibilities, 
its advantages, and disadvantages, 
but in many cases it is important 
that the full weight of the lease 
commitment on the company’s 
future be completely understood 
by all. It is the buyer’s respon- 
sibility to make all those con- 

(Please turn to page 96) 
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Purchasing’s Role In EDP 


[recraTep CONTROL uses 
a computer to full advantage. In 
such a system the computing and 
data handling power of the com- 
puter is united with the human 
attributes of judgment and de- 
cision. 

Six basic elements comprise a 
typical EDP control system. The 
first is the updating of records. 
All control starts with records 
which are updated by transac- 
tions and change data. These rec- 
ords cover sales, in-process pro- 
duction, inventory, forecasts, 
costs backorders, basic data and 
the like. Here the computer offers 
speed, reduced cost, accuracy and 
reliability. 


The second element, control 
limits, establishes the boundaries 
or parameters of an economical 
operating pattern. The determina- 
tion of inventory limits may be 
taken as a specific example. In- 
ventory may be divided into a 
protective stock, which serves as 
a buffer against sales variability 
during the replacement cycle, and 
a working stock. The latter is 
equal to the economic lot size. 
Both of these inventory compo- 
nents may be calculated and ex- 
pressed in quantitative terms if a 
computer is available. Of even 
greater importance, these values 
may be dynamically geared to 
sales. 


By Harold C. Plant 


Radio Corporation of America 


Acceptable figures for control 
purposes may be developed by 
means of fairly simple statistical 
and mathematical procedures. 
These can be taught to people in 
operating positions quickly, and 
improved profits are realized rela- 
tively soon. As these quick re- 
turns produce financial justifica- 
tion for the EDP installation it 
is then much easier to introduce 
more complex systems in areas 
where they possess additional 
profit potential. 

The third element of control 
is the preparation of action re- 
ports or schedules which control 
the activities of the organization’s 


(Please turn to page 72) 





The Facts on Lease or Buy 


A LEASE is a means of making 
money on somebody else’s capital. 

It is the most expensive form 
of acquiring equipment. 

It doesn’t even result in owner- 
ship. 

Why then is leasing so popular? 

When corporate taxes on in- 
come were nominal in size there 
was little advantage to expensing 
that which could be capitalized. 
Spend money on equipment, cap- 
italize it, the income statement 
looks better, and the lower left 
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side of the balance sheet shows 
a company of substance—a nice 
inducement for common stock 
sales. But with the advent of high- 
er corporate income taxes, the 
“bricks and mortar” philosophy 
had to be reappraised. Capital 
improvements had to come from 
income after taxes, and taxes were 
increasing in magnitude. Coupled 
with this, American business ex- 
perienced a major industrial ren- 
aissance. Depreciation laws which 
were adequate to replace ma- 


By Duncan P. Forbes, Jr. 


Gunite Foundries Corporation, 
Division of Kelsey-Hayes Company 


chinery as it wore out were no 
longer sufficient to replace ma- 
chinery which had become ob- 
solete. This is especially true in 
a period of serious inflation. With 
less capital available for expan- 
sion and replacement, an alterna- 
tive had to be found which would 
provide the machines without 
sacrificing the dividends necessary 
to attract risk capital. Leasing, in 
many ways, was a natural solu- 
tion. 


(Please turn to page 114) 
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ribbon cutting. N.A.P.A.’s Big Three: (I. to r.) Messrs. Boney, Ahl, and Stark. 
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at the banquet... 


Mr. and Mrs. Charlie Johnson (I.) tell Thor Harold Ward of International 
Laugesen about wonders of North Carolina. Nickel is ready for roast beef. 


In a pensive moment 

before the dinner, City : L 

of Detroit's P.A. Marvin + Ed Krech and his happy tablemate, 
Klang listens to table y . Mrs. John Snedeker, pose for the 
talk. pe: x: photographer. 
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ASK YOUR LOCAL PRINTER OR FORMS SUPPLIER ABOUT NCR PAPER 


Se ay ee: 


no carbon/required 


“NCR PAPER 


saves us 
its 

entire cost... 

each year.” 


TV GUIDE, Radnor, Pa. 
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Another Money-Saving Product of 


THE NATIONAL CASH REGISTER COMPANY, payton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES + 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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“We use NCR Paper (No Carbon Required) for multiple- 
copy distribution forms to speed delivery of TV GUIDE 
to our millions of readers. 

“The cost of NCR Paper is sometimes higher than 
forms with carbons. But its time savings and other advan- 
tages have a money value that more than offsets the extra 
cost. 

“We process forms much faster and more efficiently 
because we do not have to insert or remove carbons. In- 
stead, NCR Paper originals and copies are picked up as a 
complete unit, ready for processing. All this saves valuable 
time and reduces operating expense. 

“We estimate the time savings and increased efficiency 
of NCR Paper enable us to save the entire cost of the paper, 


each year.” 
Jes ule 


Publisher TV GUIDE 


NCR PAPER 
ELIMINATES 
CARBON PAPER 
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HOW MUCH 
DO YOUR 
oy Nn 1-10)\ meoxe) ad] 


The hidden element in pin-pointing 
the cost of carbon copies is the number 
of times carbon paper is used before it is 
discarded. We’ve prepared a study to 
help a purchasing agent determine the 
time and material costs of producing 
carbon copies used in his company. 
Folder HC-L 22 is yours for the asking. 

You'll discover: what more and more 
P._A.’s are learning every day ... that the 
most economical way to produce carbon 
copies is with Huron Copysette, our 
patented manifold carbon paper set. This 
pre-aligned carbon and second sheet 


unit has won wide-spread recognition 


among offices of all sizes for its low cost Hi: CB Patented 
and its time saving features. We invite urorn 


you to prove to your own satisfaction yy, [e 


that Huron Copysette can substantially 
reduce typing costs .. . you will find PULL OUT Style 


that Huron Copysette, at its new low MANIFOLD CARBON PAPER SETS 
price, is America’s best office supply buy. 


Licensed under Kerr Patent 
No. 2,557,875 


Available in Canada through PORT HURON SULPHITE & PAPER CO. 
APSCO PRODUCTS, LTD., Toronto, Canada 
PORT HURON, MICHIGAN 


Insist on the finest, 


ask for HURON COPYSETTE by name 


Address inquiries to Dept. M 
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for the 
first 
time... 


DRAWING LEAD ir 
OFFICE PENCILS 


...at no extra cost! 


OW, you can enjoy the same 

quality and writing ease artists 
and draftsmen have treasured for 
years. General now puts a high grade 
drawing lead into its Semi-Hex office 
pencil. 

And what a difference it makes. 
The new Semi-Hex is 28% stronger, 
stays sharp longer than the old Semi- 
Hex ...and writes as smooth as a 
ball pen. It’s made to meet higher 
drawing lead standards, yet it doesn’t 
cost you a penny more! Now that’s 
economy! 

Order this guaranteed “‘fatigue- 
less” Semi-Hex now from your office 
supplier. Or, write on your letterhead 


for FREE SAMPLES to: 


CY Genera PENCIL COMPANY 
69 Fleet Street, jersey City 6, N. J 
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Purchasing and EDP 


(Continued from page 68) 


operating functions. This follows 
a logical sequence because 
planned action must be taken to 
balance the demands of business 
transactions if actual status is to 
be kept within the previously 
computed control limits. 

One good illustration may be 
taken from an inventory control 
application. This concerns the de- 
termination of order points. With 
a computer it is practical to use 
a system of flexible order points 
which are determined by the 
status of inventory, the produc- 
tion cycle and the short range 
sales forecast. 

The fourth element of control 
is follow-up. This is a basic fea- 
ture of sound operating practice. 
Every product candidate for 
scheduled action of any nature 
should be subjected to follow-up 
review until the action is either 
completed or cancelled. This is a 
time consuming chore without 
the aid of a computer. Conse- 
quently, the follow-up activity is 
apt to be superficial and infre- 
quent when performed manually 
or by EAM devices. In contrast, 
a computer system supplies this 
information as part of the sched- 
uling run. Follow-up data may be 
placed directly on the schedule 
or printed as a separate report. 

The fifth element, exception re- 
porting, means a review by the 
computer of the actual status of 
each product compared against 
its control limits of inventory, lot 
size, cost, etc. Any deviations or 
impending deviations from the 
operating limits are printed out 
for the operating supervision of 
the activity involved. Thus, peo- 
ple who are responsible for an 
operating function have at hand 
the specific items which require 
supervisory action or decision. 
This completely circumvents the 
need for supervision or manage- 
ment to search laboriously through 
prodigious volumes of data to lo- 
eate critical items. This type of 
reporting reduces to negligible 
proportions the number of items 
wl become emergency situa- 
without warning. 

Our last element of control is 
performance reporting. Many op- 
tions can be exercised here. A 


tions 


very sound recommendation is 
that performance be reported as a 
graphic display of the summar- 
ized exception reports. By such 
a procedure the performance 
against policy of an entire organi- 
zation or of its component parts 
can be simply, effectively and 
quantitatively presented to man- 
agement. 


Access to Data Is Important 


Note that ultimate control is 
vested in management and that 
top management communicates 
with middle management inde- 
pendent of the EDP system. How- 
ever, below that level a massive 
data flow takes place into the 
computer, with a lesser volume 
of reports and operating docu- 
ments flowing out. Note also that 
a natural integrating influence ex- 
ists between such activities as 
sales, inventory management, 
procurement, production and 
warehousing. All support sales. 
Consequently, common access to 
certain data is important for each 
function to properly support the 
others and to achieve the great- 
est combined profit. Another rea- 
son is extremely important. That 
is the economy of processing when 
joint use is made of prime data in 
combined processing runs. It 
should be stressed at this time 
that common use of data does not 
destroy the security of confi- 
dential records or reports. 

Is EDP equipment too ex- 
pensive for a small company to 
own or rent? This may be true, 
however, the use of EDP equip- 
ment requires neither ownership 
nor rental. 

In the first place, many manu- 
facturers of EDP machinery have 
established strategically located 
data systems centers at which a 
customer may rent only such time 
as he requires. In addition, many 
such centers contract to perform 
programming and related systems 
analysis so that the customer 
does not have to add specialized 
personnel to his payroll. 

Another method by which a 
small user may obtain computer 
time is to rent it from an organi- 
zation which does have a com- 
puter, but insufficient load to fill 
its capacity. Many special ar- 
rangements can be developed 
from such a situation. ® END 
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do 
you 
know 
how 
much 
it 
costs 
to 
label 
your 
produ 


cts? 





You know the costs of the labels themselves 
and the labor to apply them — but there are 
some other “costs” as well, whether you buy 
labels or make them yourself. How many be- 
come obsolete before you've had the chance 
to use them — and how much money do you 
have invested in label inventory and storage 
space? Can you easily and inexpensively change 
from one label — or one imprint — to an- 
other as demand requires — or should you add 
in the inconveniences and cost of delays while 
you wait for new labels? Another “cost” con- 
sideration, in every sense of the word, is the 


Model 126 — one of 80 Markem 
machines. From low cost blank stock, 
produces complete professional qual- 
ity paper or fabric labels in one or 
two colors; allows imprint changes 
in seconds; makes 70-100 labels/min. 


HELPING YOUR PRODUCT SPEAK FOR IT 
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informing, selling and reordering job your 
labels are doing: if they lack readability, com- 
pleteness and lasting attractiveness, they're 
probably more of a liability than an asset. 


We make machines, type and inks for printing 
all kinds of labels. (We also make many other 
machines for marking products, parts and 
packages directly, when that method is more 
practical than labeling.) The offer we make is 
simple and could save you several thousand 
dollars a year: send us some of your labels 
and if we can’t show you a better method that 
will give you informative, good-looking labels 
at the lowest cost, we'll certainly recommend 
that you stay with what you have now. Thou- 
sands of firms use Markem methods to save 
money and get better labels. Perhaps you can, 
too. Markem Machine Co., Keene 34, N. H. 


.- MARKEM 
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Mr. Purchasing Agent: 


Please bring your pressure-swttch files 
up-to-date. 





There has been a change. 


For many years, Purchasing Agents have been ordering Barksdale- 
Meletron Pressure Switches. 

Therefore, correct your files to read MELETRON PRESSURE 
SWITCHES to assure proper continuity of this long-established and 
dependable line. AND PLEASE ORDER YOUR MELETRON PRES- 
SURE SWITCHES FROM THE MELETRON CORPORATION. 

The inherent goodness and functional stability of MELETRON 
PRESSURE SWITCHES has never been matched. That position will be 
maintained. Production criteria are traceable to the United States Bureau 
of Standards. And MELETRON Quality Control evaluates the perform- 
ance of each unit before it leaves the plant. 

All MELETRON PRESSURE SWITCHES are honestly warranted 
to perform to specified requirements. 

The MELETRON line of pressure switches is able to meet every 
pressure-sensing requirement within remarkable ranges of pressure and 
temperature, and they possess singular resistance to shock, vibration and 
other torments. There may be, though, unusual — or even unique 
applications which our engineering department can solve for you with 
dispatch and economy. Our engineering department is at your service. 

MELETRON’S 1961 catalogue, illustrating the line and providing 


technical information, has just come off the press. May we send it to you? 


MELETRON LlORPORMIION 
950 North Highland Avenue 
Los Angeles 38, California 
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> broke" ie 
inserts won t fit! 


LY 


CREATIVE PACKAGING, INCORPORATED 
and BREATHE EASIER! 


Know the satisfaction of doing business with one source 
ss of supply for fully integrated package design and production 


CREATIVE PACKAGING, INCORPORATED can take a real load off your mind! 
With CP you deal with only one source for the design and manufacture of 
your package . . . complete with all component parts. CP gives you a comprehensive choice of 
packaging styles and materials . . . provides ample facilities for volume production, quality control 
and on-time delivery. CREATIVE PACKAGING, INCORPORATED offers you 65 years of award-winning 
experience in packaging toys, tools, electronic components, pharmaceuticals, hardware and automo- 
tive supplies, textiles and a host of other products including many 
of America’s best-selling brands. 
So make it easy on yourself . . . call CREATIVE PACKAGING, 
INCORPORATED for dependable, worry-free service on 
your packaging requirements. 
Write for new illustrated Brochure describing CP's 
Integrated Packaging Service 


a Creative Packaging, Incorporated 
111 Monument Circle + Indianapolis « MElrose 5-3577 
DIVISIONS: 
Diamond Plastics Industries, Roanoke « Paper Package Compa 
MOLDED PLASTIC BOXES + FOLDING ARTONS + BLISTER PACKS 
INSERTS + SET-UP PAPER BOXES 
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2» 2 GRIPCO LOCK NUTS tu 


Tees e Resist vibration e Save production time 
eSpeed application e Lower in-place cost 





GRIPCO evabigrsetgen NUTS 
GRIPCO TOPLOCK NUTS Beli, tow 
Simple, one piece design, no inserts, nc applied fr 
eparate locking devices. They in« se ehamfered 
product durability at low initial cost the cente 
ncrease customer satisfaction 


will lock pan eve 


For better service, reliability and large stocks to ensure 
out-of-stock delivery on all catalogued items, use Gripco 
Fasteners on your products. Send for samples and NEW 
catalog today, or consult the yellow pages in your phone 
book under “Gripco” for the representative nearest you. 


130 


Subsidiary of Heli-Coil Corporation, 
NUT COMPANY Danbury, Conn. 
112 Maple Ave. © South Whitley, ind. *® Phone: South Whitley 723-5111 
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Guide to Better 


Communications 
(Continued from page 46) 

in the place of the receiver. How 
does our message concern him? 
Why should he stand still for it? 
What’s in it for him? How would 
we react if we were in his place? 
Would we really want to heip 
with what’s involved? If not, why 
not? Etc. 

The receiver can receive only 
within the limits of his ability to 
do so. Our friends, the educational 
psychologists, tell us this is called 
his apperceptive background. 
What is his inheritance? What is 
his education? What experience 
has he already had to which we 
can tie our message? Does he 
have the freedom to do what we 
would like him to do? If so, does 
he also have the capacity, the 
tools, the knowledge, skill or in- 
sight? If not, what help will he 
need? Etc. 

Reception is only as good as 
the climate. The receiver must 
feel comfortable with the sender, 
and the sender must feel com- 
fortable with the receiver. In 

(Please turn to page 78) 





PERRYGRAF-— 
WORLD’S 
LARGEST 
PRODUCER 


— a 


> HARTS 


Two hundred million since 1932! More Slide-Charts for 
more people than any other company in the world. 

Two Modern Plants, one geared to runs of millions, the 
other to hundreds. Finest facilities for accurate printing 
and assembly. Deliveries as high (in a pinch) as a million 
per week. Prices consistent with quality work and depend- 
ent on quantity and materials from pennies to dollars. 
We invite your inquiry. Send for free full color booklet 
including 122 actual case histories. 


PERRVGRAF product facts at the fingertips 


150-! S$. Barrington Ave., L. A. 49, Calif. 
slide-charts 1500-1 Madison St., Mayweod, III. 
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Silent nylon gears 
drive can opener 


ee 


Custom molded 
by CMPC 


APPLICATION: Gear train and base for new 
Sunbeam electric can opener. 
ADVANTAGES: Injection molded nylon 
gears deaden motor shaft sounds—operate 
smoothly and quietly. Nylon has high im- 
pact resistance and is self-lubricating. This 
permits high speed operation with little 
danger of heat build-up due to friction or 
lubricant failure. CMPC also injection 
molds the opener base, using Tyril®, a 
tough, stain-resistant plastic. 

Specify CMPC.. .custom plastic molders 
for over 40 years. 


’ CHICAGO MOLDED 
CM P. Ss PRODUCTS CORPORATION 
1020-3 N. KOLMAR AVE., CHICAGO 51, ILLINOIS 
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P.A. AND FRIEND CUT ENGINE BEARING COSTS 
BY OVER A THIRD 


When these three men got together they worked out a 
switch that made their bosses happy. The man on the left 
is the purchasing agent for a manufacturer of gas engines. 
He showed his boss crankshaft bearing savings of $1.15 
per cngine on one model, $1.06 on another. Bearing costs 
were cut by more than a third. The man in the middle is 
the design engineer, whom the P.A. 
man on the right. That’s the Timken 
neer. He showed them how a switch to a lower cost, 


introduced to the 


bearing sales engi- 


easier-to-assemble bearing gave the capacity required 
within original space limitations. 

Money-saving service like this is why so many purchas- 
ing agents get their company’s engineers and Timken 
bearing sales engineers together. Timken bearing salesmen 
are graduate engineers—experienced to give on-the-spot 


Juty 3, 1961 


professional advice. They are backed by the most advanced 
bearing research and testing facilities in the industry. 
t adds up to maximum economy in your bearing costs. 
Call in Timken bearing engineers to help develop more 
economical bearing mountings in your products. The 
Timken Roller Bearing Company, Canton 6, Ohio. Cable: 
““TIMROSCO”’. Makers of Tapered Roller Bearings, Fine 
Alloy Steel and Removable Rock Bits. Canadian Division: 
Canadian Timken, St. Thomas, Ontario. 


On the spot engineering service with 


SoM TI M KEN 


tapered roller bearings 
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MOSINEE TURN-TOWLS 


produce hidden cost savings 


Less Storage Space 
One case of Turn-Towls 
goes as far as four cases 
of ordinary towels! 








Less Maintenance Cost 


Turn-Towl cabinet control cuts 
towel consumption 50%! 


Write for the name of your nearest distributor 


LLL LLL LPL ILD LIL SS 


Aas 


Sulelvoke Touels— 


BAY WEST PAPER CO, 
1100 West Mason Street 
GREEN BAY * WISCONSIN 
Subsidiary of Mosinee Paper Mills Co. 
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says Ellsworth W. Somers, Assistant Secretary of 
Somers Brass Co., Inc., Waterbury, Connecticut 
*¢Our plant is in a residential area—so 
our Anchor Fence not only gives us the 
protection we need, but makes us good 
neighbors, as well. It keeps children out 
of and away from danger areas. It in- 
sures our privacy, allows us to maintain 
strict traffic control. For an added safe- 
ty feature, we use red reflecting paint 
on gate sections tc avoid collisions with 
closed gates.?? 

For more information on how Anchor Fence can 
help your operation, call your local Anchor man 
For your free Anchor Fence Industrial catalog, fill 
out and mail in the coupon at right. 
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*,..Anchor Fence makes us 
good neighbors...” 





NCHOR FENCE 


Owinen of ANCHOR POST PRODUCTS, INC * 





Plants in Baltimore, Md.; Houston, Texas; Whittier, Calif. 
Sold direct from factory branches in all principal cities. 


ANCHOR FENCE 7 
6615 Eastern Ave., Baltimore 24, Md. 


Please send me my free copy of the Anchor | 
Fence Industrial catalog. 
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Better Communications 
(Continued from page 76) 


short, each must regard the other 
with respect, confidence and good 
will. Each must feel the other 
sincerely desires the success of 
the enterprise, and will do every- 
thing possible to contribute to this 
success. 

This climate is not built over- 
night. It’s not a one-shot affair. 
It takes time. Past communica- 
tions must set the pattern. Here 
are some guidelines for effective 
communication. 


Additional Hints 


We must have a real reason for 
communicating. The receiver too 
must feel this. If the reason 
doesn’t bear directly on the wel- 
fare both of the sender and the 
receiver, forget the message. 

Communication must be care- 
fully planned. What is sought? 
Why? To whom is it addressed? 
When should it go out? How 
should it be structured? What re- 
sistance can be expected? Have 
those who will be affected had an 
opportunity to help? 

Communication must be con- 
tinuous. Rapport must be estab- 
lished and maintained with the 
audience. Using as many kinds 
and patterns of communication as 
possible, bring your audience to 
regard your communication pat- 
tern as a way of life. You’re in 
good shape if they feel about your 
communication as they feel about 
a letter from home, or a talk 
around the dinner table. Then spe- 
cial messages will not arrive as 
dramatically as an unexpected 
telegram at four o’clock in the 
morning—to startle the receiver, 
regardless of content. 

Communication must be fol- 
lowed up. “Actions speak louder 
than words.” If the receiver re- 
sponds to your message, and noth- 
ing further happens, he feels let 
down—and properly so. The next 
time he is approached, he may be 
less interested in cooperating. 
After enough letdowns he may be- 
come disinterested, if not hostile. 
Often something does happen as a 
result of his response. But he isn’t 
told about it. An important step 
in the communication process has 
been neglected. Rapport suffers as 
a result. > END 
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PAN 


Opens an easier way to 
business with the Orient.. 


: 


A 


WORLD 


Now, One Phone Call Can Make Doors To The Pacific Open 
Faster, Sales Go Smoother... Through The Most 
Complete Marketing Service Ever Developed! _ 


WORLD-WIDE INFORMATION 
Current, valuable, authoritative 
information on 114 world trade 

centers in 80 foreign lands! 
¢ Pan Am gets you marketing facts— 
plus special needed information. 
¢ Pan Am can help find markets for 
products, also distributors, buyers, 
bankers overseas. 
¢ Pan Am advises all the way on 
containers, insurance, rates, routes, 
collections. 
¢ Pan Am monthly magazine lets you 
in on “inside” information, overseas 
opportunities. 


*Trade Mark, Reg. U.S. Pat. Off 


a 


¥ 
More flights direct to more major 
markets by the world’s largest, 
fastest overseas air cargo fleet! 
¢ Fastest delivery overseas, from 15 
international gateways in the U.S.., 
plus faster ground procedures. 
* One source for documentation, plus 
world’s largest international truck-air 
system, cuts red tape. 
¢ More space, more speed! More all- 
cargo planes and over-ocean Jets. 
* Rates lower than ever! In more and 
more cases distribution by Pan Am 
costs less than by surface. 


PAN AM 4 
ver & 
cuPpPerR’ EG 


ete WORID MOST SXPERIENCET pein 


WORLD-WIDE REPRESENTATION 
More American and English-speaking 
personnel to represent you 
and your shipment overseas! 
¢ You get 114 world-wide offices—at no 
extra cost! Your shipment is handled 

as you want. 

¢ American viewpoint on the spot from 
American-trained personnel with local 
market know-how. 

¢ World-wide contact service! PanAm’s 
integrated sales/service organization 
takes the hitches out of world marketing. 
¢ World-wide follow-through makes 
world’s surest delivery! 


V\ 


Call your cargo agent, freight forwarder or Pan Am office. 





rc sian atime, Sitcom attics sie, iced, iit i ed Ms 
te tee te} ee ee ef ee me meh mt et 


Se ee et ee oe Se el el ed Seed Sed Seed See 


ee ee ee eee See See eee! eet aoe S 
ee ae ee ee ee ee ee es es 
oe eb ep et et et et mt et eh 


he et et et et et mt et 
Ce ee ee ee ee en oe ee ee eee oe 
ee ee ae eel eae ret Ses Soetoro | 


poe ee tee eh eh meh met et 
eh tt et i et | 
= es ee oes a en eee eee eee ee ee | 
Pe ieee io ao a a a | —t ot 
hh et et et eb nh 
ie a et ee ee Sen ees eee eed ee 
ab et et Se ae ee ee ee eed ee Seed 
H Se ae es ee ee ee ee ee ee See eee! ee 
Ce ee ee ee et ee a eo Se cere cree | 
Se ee ee ee on eo oo ee oe a ao 
Oe ees et ee ee et a a er co | 
Ce ee ee es ee ee ee ee oe el eee 


HASTELLOY C* SILVER TITANIUM 


*Reg. T.M. of Union Carbide Co. 
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Working with unusual metals or alloys—as well as with standard 
metals and alloys—is almost an everyday occurrence at Cambridge. 
For instance, not too long ago, we developed the first practical method 
of weaving titanium into wire cloth—with mesh counts far higher 
than had been expected by the customer. Platinum, lead, stainless 
steel, or bronze—whatever the metal.or alloy used, Cambridge has 
the experience and facilities to produce wire cloth in any size or 
quantities to the closest tolerances. 


If you require fabrications—of any shape or size—Cambridge has the 
craftsmen and know-how to fill even the most rigid specifications. 
Or, we’ll draw up prints for your approval. There’s a wire cloth expert 
near you—ready to discuss your needs and show you im 
how to get what you want economically and on time. 
He’s your Cambridge Field Engineer...and his name 
is listed in the Yellow Pages under ‘‘Wire Cloth.” Or, 


write for our illustrated, 120-page catalog. 


Refer to our technical data sheets in CHEMICAL ENGINEERING CATALOG, Page 185 


The Cambridge Wire Cloth Co. 
DEPARTMENT R * CAMBRIDGE 71, MARYLAND 


Manufacturers of Wire Cloth, Wire Cloth Fabrications, Metal-Mesh 
Conveyor Belts and Gripper® Metal-Mesh Slings. 
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The President’s Message 
(Continued from page 42) 

of middle management when its 
head should be one of the best 
qualified and highest respected 
members of the top management 
team. So, fellow members of the 
purchasing profession, we had 
better start getting ready for this. 
I intend doing something about 
my own case. How about you? 

A great many top executives, 
including top sales executives, do 
not take purchasing people as 
seriously as they should. When 
companies have purchasing de- 
partments and sales departments, 
that is where business should be 
transacted. This is more likely to 


keep things on a strictly business 
basis. 


N.A.P.A. Must Keep Up 

When the officers of companies 
step in and take over the responsi- 
bilities of their purchasing de- 
partments or sales departments 
—basic merchandising principles 
and ethics are too often forgotten 
or ignored. 

N.A.P.A. is on the move—or it 
better be—since everything else 
is really moving. Changes are 
taking place, or contemplated, in 
everything all around us. A great 
deal of the thinking and planning 
of top-flight corporate manage- 
ments and educators is actually 
startling. Numerous corporations 
are putting millions into research. 
New ideas, new techniques and 
new products are appearing on the 
scene every day. 

What is N.A.P.A. doing to keep 
up? The answer must be—very 
little up to this point. But, what 
is more important, there are dedi- 
cated N.A.P.A. workers, as well 
as educators, ready and willing to 
make the sacrifice in time and 
effort, if and when the necessary 
funds are made available. 

It would be helpful if we would 
all realize that we are dealing 
not with dollars alone, but with 
over 17,000 members of N.A.P.A. 
—and their families — approxi- 
mately 80,000 human lives, whose 
precious opportunities it is our 
duty to guard, to broaden, to 
equalize and to strengthen. 

The destiny of N.A.P.A. and the 
purchasing profession is in your 
hands. 

You are N.A.P.A.—Live It. 


Juty 3, 1961 











2 NEW 


RIifI> 


CHAIN 


WRENCHES 


No. ¢c-14 

for up to 

2” Pipe and 
Fittings 

No. ¢-18 

for up to 
22" Pipe 
and Fittings 


give real Action-Grip 
in Tightest Places 





In extra close quarters, there’s 
nothing that’ll beat these new 
(tat Chain Wrenches for get- 
ting the job done. Fast, ratchet- 
like action in either direction .. . 
from either side. Give tight grip 
without crushing. Large, easy-to- 
grab end ring for fast chain ad- 
justment. Tempered steel chain 


Work on Round, Square or Irregular 
Shapes Other Wrenches Can’t Reach! 


locks securely . . . releases quickly. 
Rugged, comfort-grip, I-beam 
handle, guaranteed not to break 
or warp... handy hang-up hole. 

Light and easy to use, these 
new RitfetO Chain Wrenches do 
everything a regular wrench can 
do ...and much more. Call your 
Supply House and get one today! 








Plastic heat 
deflector 


Custom 
molded 


by CMPC 


APPLICATION: 26-inch compression 
molded heat deflector for General Elec- 
tric Mark 27 built-in range. Diverts 
oven heat from control panel—helps to 
insure longer, trouble-free life. 
ADVANTAGES: The CMPC-molded phe- 
nolic part has a top continuous use 
temperature rating of 400 degrees F— 
comparable to many metals. In addi- 
tion, because its satin-smooth finish is 
built-in, it requires no additional expen- 
sive machining. 

Specify CMPC . custom plastic 
molders for over 40 years. 


CM PC womss cononanon 


1020-3 N. KOLMAR AVE. CHICAGO 51, ILLINOIS 





New Dimensions 
(Continued from page 43) 


purchasing, are two new dimen- 
sions. One is the demand by labor 
that “Make or Buy” decisions be 
subject to collective bargaining. 
Labor wishes to have a veto on 
what it calls “contracting out” 
or “subcortracting.” The granting 
of such veto power would restrict 
the management right of choice to 
purchase or to produce the best 
available value. 

The other new dimension comes 
from the opposite direction. Stock- 
holders are demanding that pur- 
chases be made competitively and 
that the best available values be 
secured for the company. 

There are some lessons to be 
found in these new dimensions 
for purchasing. The most import- 
ant to recognize is that the po- 
tential for purchasing perform- 
ance has expanded in three di- 
rections: 

. in the economics of purchas- 
ing, in the profit possibilities; 
in the mechanics of purchas- 
ing, or call it the administration 
of Purchasing; and 


. in the ethical and legal re- 
quirements of Purchasing. 

As to ethics, there is no room 
for any argument . . . you have 
them or you don’t. The Ten Com- 
mandments and the Purchasing 
Code are brief and easy to under- 
stand. Management will “sepa- 
rate those who do not meet the 
standard.” 

On the other hand, the poten- 
tials for performance in the eco- 
nomics and mechanics of purch- 
asing are so elastic they are be- 
wildering. Some fundamentals of 
purchasing policies and proced- 
ures may be accepted as stand- 
ards—for guidance. From there, 
the distinctions in the require- 
ments of companies, and even 
between the various divisions of 
diversified producers, make idea- 
snatching and follow-the-leader as 
hazardous as Russian roulette. 

Performance that will realize to 
the full the economic and me- 
chanical potentials of purchasing 
for companies that compete in the 
markets for profit, is obliged to 
keep in step with all the new pro- 
duction and management tech- 

(Please turn to page 86) 








THE AMPLEXOLOGIST 


comes through in the clutch 


Manufacturer’s Problem: What 
clutch to use in a new, self-propelled prod- 


type of 


uct. Solution: Call the Amplexologist. 
Result (shown): A unique, heavy-duty 
centrifugal clutch with only two spring- 
operated friction shoes. Designed with a 
minimum of moving parts. Produced at 
minimum cost through advanced powder 
metallurgy. 


AMPLEX 


DIVISION 

CHRYSLER 
CORPORATION 

DETROIT 31, MICHIGAN 


SEND FOR THE SECRET 
OF THE 
AMPLEXOLOGI/ST’S SUCCESS 


q ENGINEERING MANUAL 
45 pages of technical information: How 
to determine correct applications for 
powder metal parts, bearings, filters. 


NEW BEARING STOCK LIST 
20 pages. 1066 standard sizes of Oilite self- 
lubricating bearings— bearing material. 
Selection guide, engineering data. 
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@ ELECTRONICS 


[7 reasons why you get 
highest reliability with 
G-E Five-Star tubes 


In industrial and communication equipment—critical sockets 
where there can be no compromise with electronic tube per- 
formance—you can depend on the proven reliability of G-E 
Five-Star tubes. Let these 17 features of a typical Five-Star 
tube tell you why: 





ie) Stem design minimizes welds—fewer points of possible failure— 
less chance of short-causing particles from weld splash. 


Passive cathode alloys assure reliability and long life in 
low-duty cycle circuits where interface tends to develop. 

3] Pins are annealed to prevent glass strain at socket insertion. 
4 | Short, sturdy cages increase rigidity of tube structure. 

Two mica spacers, with additional anti-leakage slots, brace 
internal parts, provide superior inter-element insulation 

and improve vibration characteristics. 12 or 16 contact 

points give firmer fit between bulb and mount. 

Ge Highly efficient getter performs throughout tube life 

and guides flash to avoid inter-element leakage. 

7) A getter flash shield improves initial leakage characteristics. 
U-bolt construction through top and bottom 

micas firmly secures the cage assembly. 

9) Folded heater design proved most reliable under shock, vibration 
and heater cycling conditions. Heater is temperature controlled 

to further improve reliability and lengthen life. 

® Cataphoretic coating of all heater bends after forming 
insures complete heater-cathode insulation. 

@ Smooth grid legs prevent a ‘“‘sawing’’ action on the mica, 
reducing grid vibration and microphonic noise. 


® Critical grids are plated with gold or 
silver to minimize grid emission. 








® Lead glass stems help ward off glass electrolysis. 
® Controlled inside diameter on bulbs improves 
vibration and microphonics. 

© Low thermo-conductivity cathode tab 

prevents terminal heat loss. 


© Outside diameter and density of cathode 
coating is statistically controlled. 








Plate ears are embossed for added 
strength and improved mica fit. 


G-E Five-Stars are not tubes selected from standard receiving types. 





Their high reliability is a result of these special design features, 
special manufacturing processes, special tests, and stabilizing 
periods which may even exceed 200 hours of full-voltage operation. 
Order G-E Five-Star tubes from your General Electric tube distrib- 
utor. He has them in stock. General Electric Company, Distrib- 
utor Sales, Room 7150D, Owensboro, Kentucky. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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CASE HISTORIES FROM 
MT. VERNON FILES 





The STANLEY® MAGIC-DOOR 
Electric Operator... 
another open and shut case 
for die casting— 

MT. VERNON die casting 


From Stanley* comes this new electric, 
automatic door opener, compact and eco- 








nomically priced and amply powered to 
handle all new or existing doors up to 
$2” widths — weights up to 150 Ibs. 

The Operator, a compact power pack- 
age, measures only 5142” x 6” x 31”— 
weighs less than 40 Ibs. — contains 5 major 
assemblies including a transmission which 
is the muscle. Although the transmission 
case is somewhat smaller than an ordinary 
shoe box, it contains all the gears, cams, 
bearings, linkages, etc. for converting the 
high speed output of the motor into a 
mighty and instantly responsive coor- 
swinging thrust. 

Shown here are the 5 Mt. Vernon die 
castings which make up the transmission 

case—3 cover plates—1 bridge 
plate and | main housing. 
Your practised eye will tell 

you that the latter is a very 
complex casting —a com- 

pact casting designed 

with enormous built-in 
strength to meet its 

service load strains. 

Producing castings of this nature is 
never easy — but rarely a problem at Mt. 
Vernon for we offer manufacturers more 
than die casting production. Ours is a 
four-fold service « designing, die making, 
casting and machining +« a coordinated 
service — all under one roof in 200,000 
sq. ft. of space. The most advanced inde- 


pendent die casting plant in the country. 


Complex or simple, why not bring your 
die casting problems to us. What we do for 
Stanley and others we can surely do for 
you. Just call your nearest Mt. Vernon 
Field Salesman or our home office. 


*The Stanley Works, New Britain, Conn 


MT. VERNON DIE CASTING CORPORATION <2 ® 


Stamford, Connecticut 
FIELD SALESMEN—BALTIMORE, MD.: Mr. C. M. Gordan, 919 St. Paul St.e BROOKLYN, N. Y.: Mr. Robert V. Moore, sins 
2317 Plumb 2nd St.e MARIETTA, N. Y.: Mr. Burt J. Meldrum, Olanco Road ¢ PITTSBURGH, PA.: Mr. Andrew W. i} ii Hitt 
Anderson, 300 Pasadena Drive So. ® STAMFORD, CONN.: Mr. Anker Anderson, Cascade Road rt 3 233 wal II] te Hoy 
@ VALLEY FORGE, PA.: Mr.G. T. McMaster, P. O. Box 115 ; \ a Hh 
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THE i me LULL 


ed ane 


si peas te = 


New York... major East Coast Air Freight center. Paris ... destination for U.S. products by the ton. 


ONLY TWA carries freight between 70 thriving U.S. cities and 
23 busy world centers overseas. Daily JETSTREAM EXPRESS 
flights...world’s most dependable, longest-range all-cargo service 
..fly your shipments non-stop coast-to-coast and to Europe. Next 
time you ship, call your freight forwarder...or TWA Air Freight. 


hi Ly 


AIR FREIGHT 
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specify MOO RE 
SET SCREWS 


and be sure 





*PDQ means price, delivery, quality. 
And you get all three with Moore Set 
Screws. The PRICE is right. Ample pro- 
duction capacity and inventories assure 
fast DELIVERY. And rigid control 
standards guarantee there’s no skimping 
on QUALITY. 


Moore offers you a complete line of set 
screws to meet your requirements . . 
one or a million; standards, miniatures 
or specials; in a wide selection of mate- 
tials, finishes, lengths and points. The 
next time you need set screws, specify 
Moore and be sure. Dependable quality 
for over 80 years. 


Send for 
price catalog. 


MOORE 


SET SCREWS 


George W. Moore, Inc. 
since 1880 
96 Beaver Street, Waltham 54, Mass. 


For More Facts Write No. 198 
on Information Card—Last Page 


86 








New Dimensions 
In Purchasing 

(Continued from page 82) 
niques. That means purchasing 
performance has to progress hand- 
in-hand with the policies and pro- 
grams initiated or adopted by 
management for the over-all com- 
pany operation. 

The old problem of adequate 
recognition of purchasing is a 
dead duck. Now, it is a problem 
of recognizing these “new dimen- 
sions” of purchasing; of being re- 
ceptive to supervision that uses 
audits to measure the degree to 
which Purchasing achieves its 
maximum potentials in fulfilling 
its economic, mechanical, and eth- 
ical responsibilities. 


Planning Makes a Difference 


Mark Cresap, Jr., told our 1959 
convention: “Your most important 
value in company management is 
to secure the best facilities and 
services—as well as the best val- 
ues in products—from the best 
available sources of supply.” That 
would be purchasing with a pur- 
pose. 

The purpose is attained by skill- 
ful negotiation. Skillful negotia- 
tion requires planning. Skillful 
planning makes use of the best 
facilities and services within the 
purchasing company—which is 
advice from engineering . . . man- 
ufacturing . . . quality and cost 

. in fact, from any and all de- 
partments that can be helpful. 

Planning is the big difference 
between playing to win—and 
playing not to lose. It is the dif- 
ference between the top profit 
makers of an industry and those 
below. It is the difference be- 
tween the successful executive 
and the mediocre one who plays 
for security. Purchasing that is 
motivated by fear, with these new 
dimensions staring him in the 
face, is certain to be mediocre 
management at best, and plain 
call-it-a-spade feather-bedding at 
worst. 

Before there is a profit, there 
must be a marketable product. 
Before there is a product that will 
stand the value tests of the com- 
petitive Sixties, there must be 
purchases. Management is not 
stupid, and purchasing is not stag- 
nant. 





"000125" tin 


agi 7, 








’ % —e a. 3 


| 
THIN STRIP 


SOMERS BRASS CO., INC., WATERBURY, CONN. 
Phone (Area Code = 203) Plaza 6-8321 TWX-WBY7T 
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30 MILLION OF THESE JET-FORMED SPHERES IN 
EVERY INCH OF BEARING SURFACE! 


JET PROCESS BLASTS MOLTEN ALLOY 
INTO UNIFORM PARTICLES . . . so small 


that thirty million will form a thin layer 
only one inch square! This sintered layer 
is the bearing surface of Federal-Mogul 
sleeve bearings. 


Molten copper-lead, alloyed to exact 
specifications, is poured into a special 
inert-atmosphere reaction crucible. Here 
it’s blasted by a high-speed fluid jet to 
form the dense powder shown at left. 


Because of the uniform particle size of 
this powder, the bearing surface of each 
F-M copper-lead sleeve bearing has pre- 
cisely the same alloy composition and 
high adhesion to the steel backing as 
every other F-M bearing of the same 
alloy type! 


YOU CAN SEE THE CONSISTENT SIZE 


in the photomicrograph. What you can’t see 
is the consistent alloy composition which 
produces uniform bearing properties and 
performance in any alloy type. 


Federal-Mogul makes engine bearings for 
every condition of speed and load. You can 
select from among five different sintered 
copper-lead alloys, all permanently bonded 
to precision-formed steel backing. Our 
Engineering Department is available to you 
for consultation or recommendations on 
bearing design and application. For more 
information, write Federal- 
Mogul Division, 11077 Shoe- 


Steel backed bearings with a selection of many different alloys for vir 
' Ris EDERA 
maker, Detroit 13, Michigan. F L 


Mogul tually any bearing application—Plain and bimetal bushings in bronze, steel or aluminum. Precision 
thrust washers in solid bronze, or sintered alloys on steel (one or both faces). Rolled split spacer 
tubes in steel, aluminum or stainless 


) sleeve bearings DIVISION OF 
Thule cess §=FEDERAL-MOGUL-BOWER 
thrust washers BEARINGS, INC. 
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“"CUSTOME gC BNENTS BASIC TO INDUSTRY" 





New rubber plant 
to tap 


at Fort Smith, Arkansas 


NEARBY SOURCE FOR OIL INDUSTRY! 


In May 1961, OHIO RUBBER opened its ultra- 
modern Fort Smith plant. ORCO’s history of 
growth originated in 1893 at Willoughby, Ohio 

. continues through °46 at Conneautville, 
Pennsylvania and Long Beach, California—’57 at 
Stratford, Connecticut—and 61 at Fort Smith, 
Arkansas. Realization: 5 major, geographically 
strategic plants . . . all operating on a basis of 
service to area customers. 





Fort Smith’s technical facilities, advanced engi- 
neering and manufacturing concepts are geared to 
supply the oil industry with ““Customeered”’ parts 
of natural and synthetic rubber, neoprene, poly- 
urethane, and flexible and rigid vinyl. 


“Direct from factory” services include design- 
ing, building and maintenance of precision molds 
and dies, permanent bonding-to-metal, compres- 
sion and transfer molding . . . backed by the 
rubber industry’s top technical field assistance 
and extensive research and development facilities. 





Want to know more about ORCO? Write today 
for Bulletin 730. 





MP-261 


ce OHIO RUBBER cones 


General Office » Willoughby, Ohio + WHitehall 2-0500 


A DIVISION OF THE EAGLE-PICHER COMPANY 


uF 
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Planned Packaging moves merchandise 








Well dressed products are going places 


Looking for ways to cut costs; ways to combine 
two jobs into one? Then take a look at your corru- 
gated shipping containers. 


today; making sales on the way. If you’d like to put 
these travelling salesmen to work for you, call in the 
man from Packaging Corporation of America. He 
can call on the combined facilities of our 41 convert- 
ing plants to show you how Planned Packaging 
moves merchandise. 


Are they selling while they travel? Do they 
persuade as well as protect? 
Colorfully printed containers are going places 


le, 4 ; tA aw AY ay > 
Pach AY tity OT PUT LUT 


1632 Chicago Avenue, Evanston, Illinois 


CARTONS « CONTAINERS « DISPLAYS + EGG PACKAGING PRODUCTS * MOLDED PULP PRODUCTS + PAPERBOARDS « PLASTICS 
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You get extra features...at no extra cost 


...when you specify Grinnell Beam Clamps! 


GRINNELL G-CLAMP HANGER, FIG. 92 1. Ribbed 


iron casting for greater strength, impact resistance 


malleable 
ull thread 
engagement. 3. Hardened steel cup-point set screw for good ‘grip 
on beam. 4. Saddle swivels 360 


| 
| 
— 


“ 


GRINNELL SIMPLEX SIDE 1-BEAM CLAMP, FIG. 265 1. 1% 


maximum jaw opening will take large beam flange thickness. 2 


May be attached to beam of any flange width by merely ordering 
hook rod of suitable length. 3. Load ratings of 1,740 Ibs 


You get more Clamp for your money from Grinnell! 
Reason: Grinnell’s huge volume reduces production costs 
. . lowers prices right into line with competitive hangers 
that offer you much less. 
Know what else you get with Grinnell Clamps? Wider 
choice of types and sizes! Better quality control! Published 
rating for all Clamps with a safety factor of at least 5 to1! 


ESN 


and malleable iron fittings, steel 
Grinnell- Saunders Valves, unit 


nipples, welding fittings, 
heaters — all made by 


GRINNELL MALLEABLE BEAM CLAMP WITH EXTENSION PIECE, 
FIG. 229 — 1. Tie rod locks clamp in place when nuts are tightened 
2. One jaw size fits all beam flanges up to 7”. 3. Malleable iron 
extension piece 





GRINNELL G-CLAMP HANGER, FIG. 86 1. Ribbed, malleable 
iron casting for extra strength. 2. Hardened steel cup-point set 
screw for good “grip” on beam. 3. Full thread engagement - 
casting drilled and tapped for rod, set screw 


Faster delivery may be had from nationwide warehouses! 
What’s more, you always get dependable field service by 
trained Grinnell personnel . . . no matter how far from the 
job site the sale was made! Grinnell Company, Providence 
1, Rhode Island 
Remember, The Best Costs No More — from 


America’s #] Supplier of Pipe Hangers and Supports 


Call your local Grinnell Distributor for pipe hangers, cast 


GRINNELL 
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The Challenge 
We Face Today 


(Continued from page 43) 


an accumulation of individual acts 
on the part of individuals in thou- 
sands of business enterprises. We, 
as managers, cannot be separated 
from the business itself. If a busi- 
ness firm is tarnished, the whole 
business community is tarnished. 
And the professional manager is 
responsible. Perhaps the person 
who can do the most toward build- 
ing confidence in a business enter- 
prise is the man who deals closest 
to the public level. The salesman, 
the employment manager, public 
relations man, and, most certain- 
ly, the purchasing agent. Each of 
us has an obligation to make abso- 
lutely certain that every transac- 
tion we are involved in is in the 
best interest of our company. We 
must always make the best repre- 
sentation of our company, for this 
is the way in which mutual re- 
spect is built. 


Conflict of Interest 
At Bell & Howell we have 


asked each of our members of top 


management to sign a statement 
with respect to any conflict of in- 
terest that a manager might have. 
We impose this requirement not 
so much because we want control 
of the private interests of our 
managers, but because we felt 
that each manager needs to be 
extremely sensitive to the moral 
requirements in a business enter- 
prise. 

Business has a_ tremendous 
power and a tremendous influ- 
ence, and any misuse of this pow- 
er and influence is essentially im- 
moral. Whenever business tends 
to serve its own interest to the 
exclusion of the interest of other 
segments of society, it is acting 
immorally. For example, I would 
like to suggest that the use of 
publicly owned television chan- 
nels for private ends is appropri- 
ate only so long as the private use 
of this public property serves the 
public interest. 


Don't Underestimate People 


It is wrong to underestimate the 
people who make up our society 
and it is wrong to underestimate 

(Please turn to page 92) 
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FOR EVERY INDUSTRIAL JOB 


ATLAS CHAIN 


A.S.A. Roller Chain 


& 


Attachment Chain 


PROVED AND APPROVED 
ON ALL TYPES OF TRANSMISSION 
AND CONVEYOR INSTALLATIONS 


When you specify Atlas Chain you are certain of 
maximum performance. Every type of Atlas Chain 
has been “Job Proved” throughout industry for peak 
operating efficiency. Every length pre-tested in 
modern laboratories for unsurpassed quality. 

From tiny timers to rugged drives... from frac- 
tional horsepower motors to mighty giants... for 
conveying paper boxes or corrosive liquid containers 
... there’s an Atlas Chain to fit your most exacting 
specifications. Singles or multiples... regular or 
heavy duty ... standard or extended pitch... steel, 
stainless steel, bronze or Electrolized...or Flat-Veyor 
conveyor chain Atlas makes them in all sizes to 
meet or exceed A.S.A. requirements. 

On present machines or planned drives specify 
Atlas “Job Proved” Chain for lower operating costs, 
less servicing and more production. For complete 
details and catalog contact your nearest Atlas 
distributor, or write direct to... 


ATLAS CHAIN & MANUFACTURING COMPANY 
Subsidiary Prudential Industries, Inc. 
WEST PITTSTON, PA. 
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he Panorama projector has only 
three optical components: .two 
ses and a reflector. This sim 
ihed system is remarkably low 
cost, yet provides perform 


» of suitable high quality 











Lancaster engineers optics 
for new Columbia projector 


This new Panorama single frame 35mm slide projector is the key item 
in Columbia Record Club’s Colorslide Programs. Working together in 
the planning phase, Lancaster and Columbia engineers created a unique 
optical system for the low-cost unit. Lancaster then followed through 
with production of the components involved. 

Are you designing a new product that calls for optical components or 
other glass parts? Call in Lancaster for engineering assistance—rely on 
Lancaster for mass production at competitive cost. 


Fancaster 


1A 
LA 
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The Challenge 
We Face Today 


(Continued from page 91) 


the capacity of the American 
citizen to come to grips with im- 
portant issues and to engage in 
legitimate controversy on a ra- 
tional basis. It is also wrong to 
appeal to the base emotions and 
lowest instincts of man. It is right 
to challenge him and to generate 
in him an interest in the impor- 
tant and lasting things of our 
lives. And it is commercially 
sound to do these things! In our 
television “buying” we tried to 
purchase in our company’s in- 
terest as well as our country’s. 


Keep American Ideals 

To cite another example Bell & 
Howell does business in 99 coun- 
tries. Few of these nations have 
a standard of business behavior 
as high as it is in the United 
States. We will never adjust to 
the local conditions imposed by 
businessmen in the nations we 
serve, because we would be com- 
promising the American standard 
of doing things. We establish 
sounder relationships and we do 
better business when we do busi- 
ness without bribery, without 
dealing under the table, without 
taking the attitude that, “Well, 
that’s the way they do business 
here.” A man, a business, or a 
country has the best advantage 
when he holds firmest to his prin- 
ciples. It is the weak man, the 
weak business, and the weak 
country which must be on the 
lookout for danger. Our purchas- 
ing and business practices abroad 
must be a credit to both our com- 
pany as well as our country. 


Most Businesses Are Honest 


The interest of the whole soci- 
ety and the interest of business 
have never been closer than they 
are eminently fair and I am con- 
fidence in business enterprise may 
have been damaged by recent 
events, but the American people 
are eminently fair and J am con- 
vinced that they are able to dis- 
tinguish between the main stream 
of the conduct of American busi- 
ness and the few individuals who 
have parted from that main 
stream, ~ END 
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when you discuss compressors 





what does 


CEN 


mean to you? 


THE TECHNICAL DEFINITION 


CFM means CUBIC FEET PER MINUTE, and in the field 





of air movement or compression, is the term used in all 


calculations having to do with air measurement. 


BUT THERE’S ANOTHER Ingersoll-Rand air-cooled compressor 
MEANING TOO line from 1/2 through 125 horsepower. 
Ad seiied vo Tosescll- Rand conti [hese packaged air compressors com- 
ey eae ey Tee bine dependability and efficiency with 
ed light. We think of it as the “CARE low-cost maintenance assured. 
FREE MAINTENANCE” factor built Have a qualified Ingersoll-Rand 
into every unit. AlRengineer check your present com- 
pressed-air system or help you if you 
When you're in need of a supply of com- have a problem. Just call the local In- 
pressed air in the range of 2 to 686 gersoll-Rand branch office or authorized 


cubic feet per minute, investigate the I-R compressor distributor. 


RI Ingersoll-Rand 


11 Broadway, New York 4, N.Y, 





Type 30 air compressors are built in 1/2 

h h i f - tn @ 

—— a0 mainte hv allay etc Rte act Type 40 air compressors are built in 

to 250 psi and available as bare, baseplate- : 

mounted or complete receiver-mounted units 25 through 125 horsepower sizes for 

P r pressures to 125 psi. Direct; coupled 

or belt-driven models ayailable in 
all sizes, 


OTHER 1-R COMPRESSORS TO 7500 HP—PRESSURES TO S000 PSIG 
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How do you stand on Grating? 


Is all grating just “grating’”’ to you? Or do you know all the types and 
materials available from Blaw-Knox? Take Blaw-Knox 36-bar and 
37-bar grating for instance. Only 1%” and ' between bearing bars 
respectively. Its close mesh design is better for standing or walking, yet 
gives plenty of space for ventilation, light passage and self-cleaning . . . 
extra strong too. Especially recommended for sidewalk openings or 
ventilators or wherever there is maximum foot traffic. 

It is Electroforged®, of course. Crossbars and bearing bars become 
one for maximum strength. Can be supplied with Blaw-Knox long- 
wearing, corrosion-resistant ‘‘Ponbake’”’ finish. 


FREE BULLETINS ~— Bulletin 2581 will give you helpful information 


on grating. Ask for Bulletin 2595 too for more specific information on 36-bar 
and 37-bar grating. Write Blaw-Knox Company, Pittsburgh 38, Pennsylvania. 


BLAW -KNOX 


GRATING 


Blaw-Knox designs and manufactures for America’s growth industries: METALS 
Rolling Mills * Steel Processing L * Rolls * Castings * Open Hearth 
Specialties * PROCESSING: Process De n, Engineering and Plant Construction 
Services * Process Equipment and Pre e Piping * CONSTRUCTION: Con 
crete and Bituminous Paving Mact rete Batching Plants and Forms 
Gratings * AEROSPACE: Fixed and Steerable Antennas * Radio Telescopes 
Towers and Special Structures * POWER: Power Plant Specialties and Valves 
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Materials Management 
(Continued from page 47) 
line and as such it controls this 
type of decision. Also it has been 
stated that if manufacturing were 
to loose some of these activities 
that now normally come under 
it, it will lose status, and so it 
will not give up the activities it 
now has under its control 
This is not necessarily so. It 
has been my finding that manu- 
facturing people want it. They 
state that they have enough prob- 
lems with men and machines. 
They further state that the real 
problem is that both they and 
top-management are not aware 
of the concept. Materials man- 
agement has been noted mostly 
in purchasing circles and as a re- 
sult it has not received too much 
publicity in general trade publi- 
cations and sessions that top- 
management people attend. 


Who'll Be Materials Manager? 


Another problem and reason 
for slow acceptance and growth 
of materials management is a 
lack of broader management 
thinking. In fact, it is one of the 
main problems in business and 
industry today—the lack of man- 
agers. The problem is acute. 

Another big question often 
raised is who is going to take 
over this position of materials 
manager. 

Many people feel that pur- 
chasing is the logical function. I 
agree with this point of view. 
This is because the purchasing 
man should be the most likely 
one because of his knowledge of 
materials, markets, prices, man- 
ufacturing processes, etc. But it 
has been my experience that ma- 
terials managers are coming from 
production planning and control, 
accounting, and engineering. Only 
a few are coming from purchas- 
ing. The reason for this is that 
men in these other activities are 
widening their horizons and are 
doing broader management 
thinking. 

What about purchasing peo- 
vole? About 20% now active- 
ly engaged in purchasing posi- 
tions fulfill the professional sta- 
tus of manager. Another 15% 
fall into the technical skills cate- 
gory of buyer. The vast majority 

(Please turn to page 96) 
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“The Yellow Pages helps us locate suppliers 
...and buyers for surplus items, too,” 


America’s buying guide 


says C. A. Daly, Jr., Manager—General Purchasing, RCA, Camden, N. J. for over 60 years! 


“In California, Florida, Mid-West, New England “When our Bloomington, Indiana, plant wanted 
or Camden, we use the local Yellow Pages to help to dispose of material-handling trucks, the Yellow 
us find out-of-the-ordinary items.” Pages helped locate prospective buyers.” 


“And when our buyers get requests to buy “In general, the suppliers we find through the 
something or rent a facility in a hurry, the Yellow Pages are established sources and relia- 
Yellow Pages is an excellent source of supply.” ble people to do business with.” 





mann & 


~~, 
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Materials Management 
(Continued from page 94) 


or about 65% are in the clerical 
level. At what level are you? 
Interestingly enough, it has 
been my finding that many pur- 
chasing people think materials 
management is bad for purchas- 
ing. These men, I find, are putting 
their emphasis on purchasing as 
a distinct profession and not as a 
part of the management team. 
Unfortunately, they feel that the 
purchasing managers’ objectives 
should be solely within purchas- 
ing, and that this purchasing is a 
means to an end. However, to 
the purchasing agent who re- 
gards purchasing as a part of 
management, materials manage- 
ment does appeal, and provides a 
fine opportunity to grow. ® END 


When and 


How to Lease 
(Continued from page 67) 
cerned aware of all of these facts. 

When the decision to lease has 
been made, the buyer should in- 
vestigate the leasing company 
from the standpoint of its financial 
stability, reputation, rates, inter- 
ests and fees charged, and ex- 
perience in leasing and handling 
your particular type of equip- 
ment. The lessor’s written con- 
tract should be examined care- 
fully. Here are eight points which 
must be watched: * 

(1) Check for the lowest pos- 
sible rates, interest or fees. 

(2) Make sure contract clear- 
ly states all costs and charges. 

(3) Does the contract deter- 
mine who specifies the type of 
equipment for the job? 

(4) Does it specify replacement 
frequency? 

(5) Does it specify the delivery 
date of the equipment and the 
f.o.b. point? 

(6) In case of maintained 
equipment, does it give a full 
monthly account of all charges? 

(7) Does the lessee participate 
in trade-ins, or other disposal 
values of equipment when re- 
leased at the end of the leasing 
period? 

(8) Is the depreciation period 
acceptable to Internal Revenue 
Service? ®& END 
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First from General Electric (1959)...another bright idea 
that became a better lamp for you 





G-E All-Weather Fluorescents 
shine brighter when mercury drops 








&, 
> ), 








Mister Magoo says. . .‘‘1959? A chilly year! Alaska 
joined the Union, and General Electric invented the 
All-Weather fluorescent. Happy birthday, All-Weather. 
Humph! Packaging experts! Who needs a wrapper on 
a pool cue?’’ 


ON’T drop your cue, Mister Magoo. It’s a specially 
jacketed All-Weather lamp, another first chalked up 
by General Electric. 

It wears that glass jacket to ward off winter wind and 
cold. Below freezing, it’s the most powerful fluorescent 
lamp you can buy. 

General Electric developed this lamp because ordi- 
nary fluorescents grow dim when the temperature 
dives toward zero. Often they lose 90% or more of 
their warm-weather light output. But the All- / 
Weather fluorescent T10J—a G-E exclusive—grows // / 
brighter the colder it gets! Use it where tempera- // / 
tures sometimes drop below 40°F. /| / 

You can use the T10J—or its companion lamp // // 
(T10) without the “storm window”—indoors or / | 

/ 





// 

out. Examples: walk-in freezers, shopping 
centers, drive-ins, parking lots, street lamps, l, 
store fronts, airports, docks, signs, gas stations. / / 

Both come in 4’, 6’, and 8’ lengths. Ask | 
your G-E distributor to show you these two / 
exclusive examples of General Electric 
lighting leadership. General Electric Co., 
Large Lamp Dept. C-lll, Nela Park, 
Cleveland 12, Ohio. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC — 
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if they were 
handing out 
bouquets... 
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When to Buy Foreign 


(Continued from page 54) 


would not be wise to count on 
your supplier’s willingness to 
maintain his prices without hav- 
ing a strong domestic source back- 
stopping your needs. Secondly, if 
you manufacture a product, your 
jobbers or dealers must have a 
source to obtain replacement parts 
in small lots and with reasonable 
promptness and this has to be a 
domestic source. 

Our fourth reason for going 
overseas is to gain “prestige” ap- 
peal for our product. 


Supplier May Do You Dirt 


We are all aware that things 
like Paris fashions, French per- 
fumes, English woolens, Italian 
glassware, have come to mean 
something a little special to our 
American consumer. You have 
only to check the prices of the 
imported pint-sized sports cars to 
understand that size, power, com- 
fort and safety have taken a back 
seat to “prestige”. If foreign par- 
entage for your product wil in- 

crease your sales, then you must 
of course do what is dictated by 
your customers. 

There is a real danger though, 
and that is, if the American mar- 
ket seems lush enough, your over- 
seas supplier may elect to step 
in and compete with you. You 
may remember a few years back 
our electronic people went to 
Japan for transistors. I have seen 
reports recently that indicate over 
50% of the transistor radios now 
sold in this country are complete- 
ly Japanese-made. 

Our fifth reason for going over- 
seas is when unusual happenings 
make a “one-shot” purchase ne- 
cessary. 

The steel strike of 1959-1960 is 
a classic example. You may re- 
member the large tonnages of 
steel products imported because 
of the strike. The contacts set 
up during the emergency are still 
bearing fruit for overseas sup- 
pliers of certain basic steel items. 
A recent edition of Iron Age mag- 
azine stated, that, during January 
of this year, over 180,000 tons of 
basic steel were imported. 

In the same category of “one- 
shot” buying overseas, we might 

(Please turn to page 102) 





TOP PERFORMANCE WITH 
LONG-RANGE ECONOMY 


DARNELL 


CASTERS & WHEELS 
ALWAYS 


and ROLE 


Featuring Darnelloprene 
treads - a soft, resilient 
Neoprene rubber com- 
pound that has superior 
qualities in resistance to 
oils, waxes, most chemi- 
cals and oxidation - these 
casters offer ease of 
movement, quietness and 
protection for floors. 


emand 


Darnell 


Dependability 


;new! 
Send for yours 


Fully illustrated ... 
includes drawings 
and specifications, 
complete information 


... FREE! 


DARNELL CORPORATION, Lro. 


DOWNEY (Los Angeles County) CALIF. 
37-28 SIXTY-FIRST, WOODSIDE 77, LI.,N.Y. 
36 NORTH CLINTON ST., CHICAGO 6, ILL. 
1000 PEACHTREE N. E., ATLANTA, GA. 
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tear out this page 


as a handy reference toa 
source for good gears 


Whenever you want good gears... at the right price... 
and on schedule, call D. O. James. Complete facilities 
for producing: 


Continuous-tooth herringbone — the gear with the back- 
bone — up to 60” diameter — 20 to 2 DP. 


Worm gears — generated gear tooth, 1” to 60” diameter — 
24 to 1 DP. 


Helical gears —_ 1" to 72” diameter — 20 to 2 DP. 


Bevel gears (straight-tooth) from 1” to 60” diameter — 
24 to % DP. 


Spiral bevel gears —1" to 30” diameter — 24 to 1% DP. 
Spur gears — *%4"” to 145” diameter — 24 to % DP. 


internal gears — straight-tooth up to 54” ID, 60” OD 
2 to 16 DP. 


Machine cut racks —- Our facilities for making machine 


cut racks are extensive — cutting in any length teeth 
from 24 to 1 DP. 


Also flexible couplings —- designed on simple, sound, and 
thoroughly tested mechanical princi- 
ples to provide a flexibility that com- 
pensates for parallel and angular 
misalignment. Made in three styles 

D. O. James flexible couplings, D. O. James universal 

couplings, and Sierbath gear-type. Ask for catalog 48-B. 


D. O. JAMES GEAR MANUFACTURING CO. 
1140 West Monroe Street, Chicago 7, Illinois 
Since 1888, every type of gear and gear speed reducer. 


> © 
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CSAYITLORD helps you find 
hidden packaging costs 


The packaging costs you don’t see do hurt your profit 


picture. Eliminate them. 


Call in your nearby Gaylord Man. His sharp eye can 
detect unnecessary packaging expenses. His up-to- 
date container knowledge can help you make hay— 
and keep it. 


And you don’t have to needle him. A phone call is 
all it takes. Make it today. 


G5 CROWN ZELLERBACH CORPORATION (fi) oso so cscouen 


GAYLORD CONTAINER DIVISION Eley SCADOUARTERS St Lou's 


PLANTS COAST TO COAST 
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SEAMLESS LOCKSEAM 


Thanks to one of the most 
advanced programs of quality 
control ever developed, the 
number of unusable pieces to 
be found in a typical shipment of 
H & H products is negligible. 
Scrutiny by the trained eyes of 





master inspectors is not enough. 
Today, mechanical and elec- 
tronic devices of many kinds are 
employed to discover flaws that 
the human eye cannot see. So 
why wait? Get the whole story 
on H & H quality . . . today. 


HeH TUBE AND MANUFACTURING CO. 


271 North Forman Avenue, Detroit 17, Michigan « 


COIL STRIP 


E Goes P 


STRAIGHT AND COILED TUBE 


Offices from Coast to Coast 


TUBULAR PARTS 





N 


Are you buying LAMINATED PLASTICS or VULCANIZED FIBRE... 
as raw materials or fabricated parts? 


TAYLOR FIBRE CO. HAS 
2 MODERN PLANTS 
TO SERVE YOU 


NORRISTOWN, PA. 
LA VERNE, CALIF. 


and belongs as an approved supplier 


Taylor has the products... offers more than 50 grades of stand- 
ard laminates, a group of Tayloron® materials, pre-impregnated 
materials, molding compounds, and vulcanized fibre. Also filament 
windings and a number of composite materials, including sophisti- 
cated combinations of laminates, metals and rubbers. 


Taylor has the facilities. Its Norristown, Pa., plant, comprising 
some 300,000 sa. ft., produces both vulcanized fibre and laminated 
plastics . . . is one of the most completely integrated in the industry 
... even makes its own paper and a large percentage of its own 
resins. The La Verne, Calif., plant, with over 45,000 sq. ft. of floor 
space, specializes in the manufacture of laminated plastics for the 
convenience of West Coast customers. Both plants can supply 
basic materials or parts fabricated from them. 


Taylor has the service organization... maintains 13 strategically 
located offices staffed with men qualified to help in the selection 
and utilization of Taylor materials. 


Write for a copy of our laminated plastics selection guide and other 
literature pertaining to our capabilities for producing materials and 
parts to your specification. Taylor Fibre Co., Norristown 36, Pa. 


Taylor 


LAMINATED PLASTICS VULCANIZED FIBRE 
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mention here that during the peri- 
od tooling houses were quoting 16 
weeks delivery for the simplest 
tooling, many firms went over- 
seas to fill their requirements. It 
is apparent that the cost of tool- 
ing was secondary to the need for 
delivery and not many small firms 
would be happy filling their needs 
from overseas. 

Larger firms can afford the resi- 
dent inspection necessary to guar- 
antee adherence to purchase spe- 
cifications, but smaller firms are 
reluctant to pay for this protec- 
tion. And yet, large or small, how 
can a firm not afford to protect 
themselves in this manner? As 
you all know, the effective buying 
of intricate tooling demands the 
closest liaison between vendor and 
customer. 


What About Quality? 


We believe the foreign supplier 
is best equipped to take care of 
the long run, repetitive order. 
Short run, difficult specification 
orders are best satisfied closer to 
home where a strong, parental 
surveillance can be maintained. A 
higher price can be defended in 
such an instance. 

What are some of the points to 
consider if a decision is made to 
make an overseas buy? 

What about quality? In gen- 
eral, we feel that the quality of 
the imported part can be as good 
as the item we buy here at home. 
To get this quality though, you 
have to work for it. You must 
spell out in exact detail your 
quality requirements. Many times 
the overseas supplier fails because 
he just doesn’t understand our 
reverence for quality. For in- 
stance, we have been conditioned 
for many years to feel that the 
trademark, “Made in Japan,” 
meant a shoddy, inferior piece of 
merchandise, catering only to the 
indifferent, low-cost producer. 
This may have been true some 
years ago, but this generalization 
is certainly not true today. 

For a successful operation, se- 
lect a good broker. Despite the 
fact that most firms with exten- 
sive overseas suppliers maintain 
a resident export-import manager, 

(Please turn to page 106) 
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Not every grinding wheel order springs from an industrial crisis, but when there is a hands-down 


emergency—when you're in a cross-fire of urgent demand that only an opened container on your 


shipping dock can satisfy—Carborundum’s electronic order processing service can be your answer. 
By split-second Univac II control, Carborundum can instantly search a nationwide chain of 
warehouses for the item you need—place it under teletype order for air shipment—slam the 


door in the face of crisis. For your critical items...as for your everyday requirements... 
Carborundum is your key to superior abrasive service. CARBORUNDUM 
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Improve your list of suppliers with 
Conover-Mast Purchasing Directory 


With a good industrial directory you can be certain your company 
is buying from the best suppliers. By checking CMPD you eliminate 
the chance of overlooking important sources of supply. 


CONOVER-MAST PURCHASING DIRECTORY offers great reliability. The 
addition of telephone numbers makes CMPD the most up-to-date buying 
directory published. Telephone numbers give you a convenience 

found in no other general industrial directory. 


Because CMPD lists only products used by industry, you 
find the sources you want quickly and easily. 


Conover-Mast 
Purchasing Directory 


205 East 42nd Street « MUrray Hill 9-3250 e« New York 17, N. Yu 
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These costly pipe motion problems quickly 
corrected with Flexemices metal hose 
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Fast, local service from your 
Flexonics PMS distributor 


Whatever your piping problem, you'll receive sound and ex- 
perienced counsel from your Flexonics P M S distributor. He 
is a PIPE MOTION SPECIALIST . . . carries a complete stock of 
Flexonics metal hose and fittings . . . will fabricate complete # 


assemblies to your requirements. Bearing wear on a compres- 

sor or pump... valve or pipe fitting failures . . . piping in 

confined areas are problems quickly corrected with the proper 

application of.metal hose. Call your Flexonics distributor for UNBRAIDED 

‘ ne 2 . - o LOW PRESSURE 
fast, dependable, local service. sseeinanene eae 


UNBRAIDED MEDIUM PRESSURE 


BRAIDED HIGH PRESSURE CORRUGATED HOSE 
CORRUGATED HOSE 
FLEXONICS DISTRIBUTOR MOTION SPECIALIST ae ae ax 


IVISION OF CALUMET & Li 
90 E Devon Avenue . Bartiett, ti 











TACH TO YOUR LETTERHEAD 


Flexonics 


390 East Devon 
Bartlett, Illinois 


iinois 


Send free copy of 
Flexonics Metal Hose 
Product and Design Guide. Also send 
the name of your local distributar, 


FLEXIBLE METAL and SYNTHETIC HOSE In CANADA 
EXPANSION JOINTS FLEXONICS CORPORATION OF CANADA, LTD. 
BELLOWS «+ SPECIAL TUBULAR ASSEMBLIES BRAMPTON, ONTARIO 


siieiiilicnleiiniae 
1 msemmemnauiall 
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“This is why we must 


investigate POLYPENCO*® Industrial 


Plastics today!” 


@ Contrast increasing metal prices with 
the decreasing cost of plastics and you 
see why, today, plastics consumption is 
expanding rapidly. 
But value analysis of industrial plastics 
doesn’t stop with price. New, better and 
more versatile plastic formulations are 
replacing metals, improving perform- 
ance, extending part life in hundreds of 
new industrial applications every month 
. with savings never before possible. 
POLY PENCO® industrial plastics and 


m= se 
OLYPENCO’ 
a Yo ee 79 ee 


ae 








The Polymer Corporation is unique in 
this picture. As a pioneer producer, 
fabricator and national marketer, Poly- 
mer has the technical know-how and 
practical field experience to help you 
solve your industrial plastics problem. 


Experienced POLYPENCO sales en- 
gineers and distributors are located 
coast-to-coast. Why not call one today? 
(POLYPENCO industrial plastics in 
Yellow Pages under Plastics Supply 
Centers) 


\ ~ THE POLYMER CORPORATION 


Reading, Pa. / Export 


Polypenco, Inc., Reading, Pa., U.S.A. 


NYLONS + TFE-FLUOROCARBONS + OTHER PREMIUM PLASTICS 
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they still put a great deal of trust 
and responsibility in their broker. 
The problems of the day-to-day 
dealings with banks, customs offi- 
cials and freight handlers are so 
specialized, expert help should be 
available to your purchasing per- 
sonnel at all times. 

You would be wise to arrange 
for good legal representation. A 
lawyer specializing in customs 
work is well worth the expense. 
He will advise you for instance, 
that, if you buy a component that 
becomes a prominent part of your 
product, it must be marked show- 
ing country of origin. If however, 
it is buried within the major com- 
ponent, no such marking is neces- 
sary. Beyond this, any part bought 
overseas for over-the-counter 
sales, as opposed to original equip- 
ment use, must be marked show- 
ing country of origin. If you re- 
ceive merchandise not properly 
marked, customs will direct that 
you must mark each item before 
use. 


Legal Dept. Can Help 


Your legal advisor should be 
consulted when writing up speci- 
fications for overseas parts to in- 
sure correct nomenclature is used. 
Correct classification of product 
can be a money-saver. As an ex- 
ample, if tubing is ordered from 
abroad in dead lengths, a higher 
duty will be imposed than if ran- 
dom lengths were specified. Sim- 
ilarly, there are instances where 
the same part can carry different 
duties, depending upon the speci- 
fied end use. 

Your legal advisor will want 
to make sure the overseas pro- 
ducer carries complete product 
liability insurance and that notice 
of this coverage is furnished. Rep- 
utable firms have no objections 
to this and we have a fine record 
of compliance from our major 
overseas sources. 

Remember also that foreign 
prices are quoted based on a 
given exchange rate. If, for in- 
stance, they are based on 4.20 
deutschmarks per dollar and the 
deutschmark is re-evaluated up- 
ward as it recently was, you have 
an immediate increase in the cost 
of your overseas item. W® END 
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From FAFNIR... 
heat-stabilized ball bearings 
for man’s flight into space 





ITl} re metallurgy, 

take blistering Mach 5+ _ he 

for leadership in ball bearings. The 
g¢ Company, New Britain, Conne: 


FAVRANIX 


BALL BEARINGS 





For More Information 
Write No. 88 on Place Mark Card 


From FAFNIR... 
super-quiet ball bearings 
for the new Polaris subs 


New nuclear-powered Polaris submarine, the USS Robert 
E. Lee, uses Fafnir Super-Quiet Ball Bearings. These 
specially honed bearings are the product of 23 years of 
Fafnir “quiet room” research and advanced finishing tech- 
niques. Look to Fafnir for leadership in ball bearings. 
The Fafnir Bearing Company, New Britain, Connecticut. 


| MADE IN U.S.A 


¢) tr s stamp on a Fafnir Bal! Bear 
means finest quality and kmar 
ship . dependable supp : 
competent engineering 
and responsibility in meeting your 
bearing needs. It’s worth bearing 


| BALL BEARINGS 


n mind 





For More Information 
Write No. 89 on Place Mark Card 








For the best in 
floor maintenance 
cleaning 


ask Oakite 


OVER 50 YEARS CLEANING EXPERIENCE + OVER 250 FIELD SERVICE MEN + OVER 160 MATERIALS 





Clean all types of FLOORS faster, easier 
with a PLANNED MAINTENANCE PROGRAM 


Detailed 10-page booklet describes latest 
maintenance methods and materials for 
safe, efficient cleaning of twelve different 
types of factory floors. Included: wood, 
concrete, tile, and metal floorings. Follow- 
ing these recommended procedures assures 
minimum floor wear, maximum cleanliness 
and greatest safety. 

In addition, the booklet discusses mech- 
anized methods of floor care, and the re- 
markable savings they make possible in 
hours, effort and expense. Ask the Oakite 
man about “‘good housekeeping”’ for the 


plant. Meanwhile, send for your copy of 
Industrial Floors: How to clean and care 


for them today. Write Oakite Products, 


Inc., 26 Rector Street, New York 6, N. Y. 


it PAYS to ask Oakite 


OAKITE. 
Xe 


f} Est. ime >—< 
‘years’ leadership in industrial cleaning 
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The PORTER CENTER-CUT CUTTER — 


in 6 sizes, for cutting up to %”. Our 
most popular tool Ideal for general 
free cutting of soft and medium hard 
steel. Other models for HARDER 
METALS 


PORTER 
CUTTER 


The PORTER 

WORK-STATION CUTTER — 
in 3 sizes, up to %” capacity. For 
continuous cutting operations it can 
increase the metal-cutting capacities 
of one man up to 300%! Saves time, 
work, money! Leaves one hand free to 
feed or hold material 


The PORTER HEAVY DUTY CUTTER — 
in 3 sizes, up to %.” capacity. Specially 
designed for those rugged jobs in steel 
mills, construction companies and other 
heavy industries! 


CUTTING 
JOB 


SAVE TIME AND MONEY! 
Over 100 Cutters in Various Sizes and 
Types — Hand or Power Operated 


{ndustrial Distributor CUT _ 


or write UD toy,» 
direct for your With Hana’ 


OPERATE 
CATALOG! 2" 


Contact your 


D 
UP to Toots 


ods a 
Nn 
Dower d 


H. K. PORTER, inc. 
Somerville 43, Mass. 
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How to Write 

> 

Reports to Management 
(Continued from page 55) 


items such as waste, scrap and 
salvage disposal, cash discounts 
lost, and major savings through 
market research and value analy- 


sis. 


Develop Two New Forms 

The first of these, waste, scrap 
and salvage disposal, resulted 
from a desperate need on the part 
of our accounting departmen: to 
control the flow of funds in- 
volved. We developed a form for 
handling this important sideline 
and management put the respon- 
sibility for this operation under 
the purchasing department. 

The second item, cash dis- 
counts lost, was of greater inter- 
est to management than the 
amount of discounts taken. Our 
president pointed this out to me 
soon after we began reporting. 

The third item, major savings 
through market research and 
value analysis, resu.ted from a 
program developed within our 
department. Two simple forms 
were developed which formalized 
the things intelligent purchasing 
people do every day. One covered 
the area of market research and 
the other value analysis. A few 
of the outstanding or unusual 
cases are included with each re- 
port as an example of how we 
levelop our ideas. 

At the present time we are ex- 
panding this last area of opera- 
tion. In addition we are develov- 
ing three new projects. 
Evaluating Price Changes 

The first is the development of 
a purchasing index for each divi- 
sion. These indices are built up 
for the major items and will rc- 
flect the impact of price changes 
on the overall cost of nurchased 
Here is a 
yet valuable tool for Jo- 
cal and cornorate management to 
valuate the impact of price 
changes on the cost of manufac- 
turing our end products. 

The second project is a sys- 
tem of evaluating vendors. This 
information is interesting and 
valuable. We incorporate recip- 
rocal data as well as an evalua- 
tion of salesmen, service, prod- 


items for production. 
simp.e 


uct, price, technical assistance 
and corporate operations. Our 
own sales organization will find 
some interesting reading in this 
material. 

The third project is a complete 
study of our office equipment 
both with and without guaran- 
teed maintenance. Preliminary 
studies have already resulted in 
annual savings well in excess of 
$1,000 while enjoying service 
equal to or superior to that sup- 
plied under full maintenance 
contracts. What a fertile field for 
savings this type of program 
opens up for us. 


Take Out the Mystery 

Our objectives have always 
been to furnish important and 
previously unavailable data to 
management. We always try to 
take the mystery out of modern 
purchasing techniques. Finally, 
we are constantly trying to gen- 
erate good will between the pur- 
chasing department and other line 
and staff departments by empha- 
sizing the help they give us. We 
never use the report as a medium 
to sell management or to increase 
our prestige. Actually, these re- 
sult from the reports but are not 
the purpose of them. 

Our use of charts and graphs 
has expanded in the last few 
years. I use them to show the 
relationship of purchases to sales. 
I break down the total purchases 
into capitalized items and ex- 
pensed items to give a more use- 
ful picture to management. 

A second graph compares in- 
ventories to sa_es. This graph is 
extremely effective in illustrat- 
ing the importance of sound in- 
ventory control which in our com- 
pany is the responsibility of the 


purchasing department. 


Graphs Good for 10 Years 
A third graph is now included 


in our report which compares 
purchase orders issued with in- 
voices passed. Here we are illus- 
trating the results of our efforts 
to reduce paver work by reduc- 
ing the number of orders issued 
through consolidation and use of 
blanket orders, and at the same 
time reducing the individual in- 
voices from suppliers. 

All charts and graphs are plot- 

(Please turn to page 112) 
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Whatever shape of rubber part you need, Garlock 
will produce it most economically and to your 
exact requirements. 


Unmatched facilities enable Garlock to mold, 
extrude, or die-cut rubber to your specifica- 
tion, ranging from the simplest, more stand- 
ard shapes and sizes to the closest tolerances 
and most intricate pieces possible. Experience 
in mixing, curing, and finishing of different 
types of rubbers—combined with rigid Gar- 
lock quality control and test standards 
gives you a rubber part that will do what it 
was designed to do. 


Save money with existing molds and dies. 

Over the years, Garlock has accumulated 

thousands of molds and dies. When you place 

an order for rubber parts, this stock is 

checked to see if your specifications can be 

EN GINEERE Dp filled from an existing tool; if so, cost of new 
molds or dies is eliminated, resulting in a 

RUBBER savings to you. On the other hand, where 
new die or mold designs are necessary, your 

Garlock representative will ask for a sketch 

PARTS or detailed drawing of the part. At your 
request, Garlock will furnish prototypes 

from the new die or mold for your approval. 


Wide choice of rubbers to select from. No two 
rubbers react alike to the same conditions 

work with your Garlock rubber specialist in 
picking the right one. Garlock offers a com- 
plete line of natural, synthetic and specialty 
rubbers, one of which is best suited to your 
application. Call your Garlock representative 
at the nearest of the 26 Garlock sales offices 
and warehouses near you. Or, write for Cata- 
log AD-167. Garlock Inc., Palmyra, N. Y. 


Canadian Div.: Garlock of Canada Ltd. 


Plastics Div.: United States Gasket Company 
Order from the Garlock 2,000... . two thousand 


different styles of Packings, Gaskets, Seals, 
Molded and Extruded Rubber, Plastic 
Products. 


GA RL O C 
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There are many ways 


CLEVELITE* TUBING 


can save you money! 


as 


This versatile laminated phenolic tubing is often 
only half the cost of many other materials! 


Clevelite combines desirable physical 
and electrical characteristics which sug: 
gest a broad range of applications where 
tubular construction and low unit cost 
are important factors. 


Clevelite is very light, structurally strong 
and easily machined. Highly resistant 
to moisture, unaffected by solvents 
and oils, it has excellent electrical insu- 
lation properties. 


Some of the more popular 

uses of Clevelite tubing are for 

radio and television 

equipment, electric 

motors, relays, controls, 

transformers, and many 

other electrical products. 

Other applications, in which 
dimensional stability and good wearing 
qualities are required include paint 
rollers, bobbins, housings, pre-forms, 
cores, spacers and sleeves. 


Clevelite is produced in seven grades, MACHINED 
round or rectangular, with thin or heavy 


walls, plain or fabricated. 


Write for 
latest 
Clevelite 
brochure 


DRILLED 


*Reg. U.S. Pat. Off 
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CLEVELAND CONTAINER 


COMPANY 


PLANTS & 
SALES OFFICES: 


CLEVELAND 
CHICAGO 
MEMPHIS 
DALLAS 
LOS ANGELES 
PLYMOUTH, WISC. 
JAMESBURG, N. J 
GREENSBORO. N.C 


CLEVELAND 
CONTAINER 
CANADA, LTD. 
TORONTO & 

PRESCOTT 


DETROIT 
NEW YORK 
WASHINGTON 


ABRASIVE DIVISION at CLEVELAND, OHIO 


REPRESENTATIVES: 


NEW ENGLAND: FR. S. PETTIGREW & CO PHILADELPHIA MIDLANTIC SALES CO 
10 N. MAIN ST., W. HARTFORD, CONN JE A 4S AVE., ARDMORE, PA 


NEW YORK AREA: MURRAY SALES CO WEST coast. op hy BARRON COMPANY 
25 W. NORTHFIELD RD., LIVINGSTON, N.J 


CANADA: PAISLEY PRi DI TS CO m 
36 UPTON RD., SCARB R 3H, ONT 
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How to Write 


Reports to Management 
(Continued from page 110) 


ted to include the figures for ten 
years when the figures are avail- 
able. 

Our department has. benefited 
materially from these formal an- 
nual written reports to manage- 
ment. Purchasing has grown in 
importance. It has been accepted 
on an equal basis with all other 
line and staff departments. A fine 
spirit of cooperation, trust and 
mutual respect is evident every- 
where. Reports alone, of course, 
are not the answer but they have 
made a big contribution to this 
“esprit de corps”. 


What Do You Want to Say? 

Before you attempt to write a 
formal report to management do 
a little “soul searching”. If your 
objective is to tell management 
what a good job you’ve done or 
to increase your prestige, save 
yourself the time and trouble of 
preparing a report. You'll only be 
disappointed at the agg 

On the other hand, if you in- 
tend to supply Bwesedinos with 
useful, honest but previously un- 
available information, go to it! 
You're on the right track. 

The general purpose of reports 
is to: 
1. Provide management with per- 
tinent information; 

Assist management to evalu- 
ate performance; 
3. Raise the department’s stand- 
ards of performance. 

The specific purpose of reports 
is to: 
1. Report facts, 
2. Measure progress, 
3. Point to causes, 

. Remove causes of friction be- 
tween departments, 
5. Provide a basis for improve- 
ment, 
6. Furnish personal satisfaction 
to the reporter. 

The principles for good reports 
are: 
1. Direct report to a specific per- 
son, 
2. Be objective, 
3. Be specific, 

. Make it brief, 
5: Make it interesting, 
). Interpret data, 
7. Do not draw unwarranted and 
unnecessary conclusions. ® END 


PURCHASING 
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DIAGNOSIS: SEVERE COMMUNICATIONS BREAKDOWN 
CURE: AMERICAN AIRLINES AIRFREIGHT 


From the first phone contact to dock delivery, American 
smooths the communications path. How? .. . (1) ad- 
vance planning of available lift capacity (2) flexible 
local routing and control to meet daily shipper require- 
ments (3) a nation-wide private line communications 
network second to none in size and versatility (4) a 
staff of telephone sales agents keyed to your require- 
ments. In every step, American has the answer to your 
goods-in-transit problems. 

When you ship by American AIRfreight, you have 
the assurance your goods are moving on predetermined 
routing. Should questions arise, you'll talk to the friend- 
ly, knowledgeable voice of American and get up-to-the- 
minute answers. Guesswork’s gone. Tighter production 


*Service mark of American Airlines, Inc. 


Juty 3, 1961 


and delivery schedules can be set and met, thanks to 


American’s speed and dependability. 

Service like this is why more shippers ship more 
freight on American than any other airline in America. 
With 1200 flights daily, American’s fleet of AIRfreighters, 
Astrojets,* and other combination lift planes gives same 
day or overnight service to more than 50 major mar- 
kets. And the world’s most experienced AIRfreight spe- 
cialists guarantee your cargo expert handling. Ship with 
the professionals—call American AIRfreight. 


AMERICAN AIRLINES 


America’s Leading Cargo Airline 
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Lease or Buy? 
(Continued from page 68) 


It has disadvantages. Renting 
production equipment was anath- 
ema to those who felt that 
ownership was considerably more 
fundamental than the rather tenu- 
ous thread of a lease. Tradition- 

~ caesauthise alists were made uncomfortable 
1 aaa cia | by buildings filled with tools and 
machinery somebody else owned 
—especially when often even the 
building was leased. 

To proponents of the lease 
form, it was not so important who 
owned the tools as who received 
the income from their use. They 
were a means to an end, not the 
end itself. 

Often in the normal growth 
patterns of young companies, debt 
financing and profits are barely 
adequate to cover working capi- 
tal needs, and there is nothing 
left over for new equipment to 
provide added production facili- 
' ; ties. Leasing fits the need per- 
Pa ere a Ss), AN fectly, as long as the tools are 
STANLEY HAMMER “4 > chosen wisely and the results 
are profitable. 

s 8 But young companies are not 

trouble-free. custom-cut precision the -siily Heme to tenis tome 
| a leasing program. Often older 

more substantial firms find them- 


ears for selves short of expansion capital 
g p L and are unwilling to take on an 


additional long term debt or in- 
crease their equity base. A lease 

STANLEY ELECTRIC Tools, manufacturer of power tools, is famous has a terminal date which is far 
for quality and dependability. They demand trouble-free gear performance. more acceptable. Also it has the 

Cutting precision gears of all types and sizes to customers’ specifications 
is our business. As part of this, Perkins custom-gear engineers work closely 
with our customers’ designers and production staffs. We can help you equipment be replaced in industry 

too... in design, improved performance, and cost control. “It makes mea ait vail le] 4 

good sense to use the help of gear experts with 52 years experience.” ae eee ee a 

What are your gear problems? different concept entirely. 

In general, there is one con- 
This Handy Gear Cal- sideration which applies to al- 
culator, easy to use, most all types of firms. Whenever 

. saves time. Folder il- ; 
lustrating Perkins cus- the savings accruing from leasing 
tom precision gears a facility are greater than the 
oo — cost of the lease, on a month 
yours on request. to month basis, and the saving 

can be predicted to extend over 

the term of the lease, it becomes 

a lesser total manufacturing cost 

and a natural course of action. 

The mere fact that a payment 

has been deferred is of itself a 

MACHINE AND GEAR Co. saving. Based on the premise that 

if you can conserve cash for a 

Dept. 6G West Springfield, Mass. given period of time (through a 

Telephone: REpublic 7-4751 deferred payment) the money can 


(Please turn to page 118) 





added advantage of being a hedge 
against obsolescence, should the 
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Leather packings 
start here...and 


the good ones 
have the 


IPC brand! 


When it comes to leather . . . ask for 
analysis! There are so many variables 
that must be answered; torque, fric- 
tion, toe-in, break-in period, temper- 
ature, shaft speed, impregnation . . . 
to name just a few. 


Only IPC’s “custom” approach can 
assure your getting the best possible 
solution to your problem. When 
you're rounding up new packings or 
oil seals, talk it over with your IPC 
sales engineer. He knows how to 
handle the tough ones! 


OIL SEALS 
PACKINGS 


PRECISION MOLDING Custom designed for your application 


INTERNATIONAL PACKINGS’ ¢ 02° 081108 


Bristol, New Hampshire 
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LE RT, 


NEW AND UNUSUAL APPLICATIONS OF BASSICK CASTERS THAT MIGHT BE ADAPTED TO YOUR HANDLING PROBLEMS 





AR Sii sl Re 


CASTERS HELP FEED ROBOTS 
in sh se aateenne U. S. Post Office 


The latest, most advanced mail-handling 
devices in the U.S. are at the new “auto- 
matic” Post Office in Providence, R.I. 

But hard-working Postal employees 
still have to move mountains of mail to 
the machines—and deliver it after proc- 
essing. And that’s where Bassick casters 
come in. 

Mail sacks move quickly and easily 


through the Providence Post Office on 


this Towveyor...on reliable Bassick 
“S99” swivel and “S98” rigid casters. 

These heavy-duty casters are built to 
take the abuse of power-pulled applica- 
tions at all Towveyor speeds. They come 
in 3”, 5’, 6”, 8”, and 10” sizes with a 
broad selection of wheel types. Strong, 
extra-heavy-gauge steel. Ideal for dol- 
lies, assembly fixtures, and warehouse 
trucks as well as draglines. 





SMOOTH ROLLING ROTOGRAVURE 


One of the world’s largest printing com- 
panies uses these special dollies to trans- 
port rotogravure cylinders safely to the 
presses. Featured here are Bassick 
“Floating Hub” casters—the casters with 
built-in shock absorbers. “Floating 
Hubs” eliminate bounce and caster 
shimmy, and aid in “climbing” over 
minor floor obstacles. They’re ideal for 
handling a wide variety of delicate 
equipment and fragile products. 





RT ML i 


Blind Spot in History 


Before Columbus, wheels—so important 
to modern life— were known only as 
toys, like this Aztec plaything, to the 
Indians of America. It was a thousand 
years after this toy was made before 
these early Americans used the “wheel” 
for practical purposes. 


BASSICKS HELP 
BEAT THE HEAT HERE 


This mobile beverage cooler and dis- 
penser goes where it’s needed on easy 
rolling, easy swiveling Bassick casters. 

The Bassick “Qualecon” casters used 
here feature maximum caster quality at 
minimum cost. Recommended for hun- 
dreds of other medium-duty applica- 
tions, too. 





CAUGHT IN A “PROFIT-SQUEEZE”? 


Switch to Bassick casters and cut a big 
slice out of materials-handling costs— 
said to amount to 30% in the average 
manufacturing plant. 

You'll save on decreased mainte- 
nance for casters, equipment and 
floors. What’s more, Bassick casters 
roll and swivel so easily they make a 
real hit with operating personnel. 


THE MAN TO SEE 


. is your distributor who carries Bassick casters. He has a wide range of 
caster sizes and types in stock for fast delivery. He can help you select the 


right caster for your job. 


1.42 











THE 
BASSICK COMPANY 


BRIDGEPORT 5, CONN. 
IN CANADA: 


sw 


Excelience 








BELLEVILLE, ONT. 








Bassick 


A DIVISION OF 


STEWART-WARNER CORPORATION 
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PROBLEM: How to improve the most widely used milk carton 
in America. 





SOLUTION: International Paper produces a remarkable new 
plastic-coated Pure-Pak, milk container. 





HE FAMILIAR Pure-Pak carton is the 
ene widely used milk carton in 
America. 

This carton is tough and durable. 
Dairymen also like it because it is stored 
flat, takes up much less storage space 
And housewives apprec¢ late its unique 
pite her-pour spout Supermarke t mana- 
gers like the Pure-Pak carton becauss 
housewives do. 

Now International Paper has helped 
improve this Pure-Pak milk carton by 


Ex-Cell-O Corporation 


ting pape r board M ith plastic This 
es the carton a sturdy feel and glis- 
g appearance Increasing 


ppeal. 


A 
International Paper has] 


its sales 


nvears’ 

a} } 

xperience in coating paper with plastic. 

And the last three vear ave been 

spent in testing this revolutionary car- 
ton in dairies. 

Millions of plastic Pur 


made by International Paper are now 


Pak cartons 


being used in day-to-day dairy opera- 


tions. Proof of their success is the 


ines have re- 


ported when they use these new con- 


increased demand that da 


tainers. 

Th plastic-coated Pure Pak container 
is another example of International 
Paper's packaging versatility. Interna- 
tional Paper can provide you with the 
widest range of papers 


pape rboards 


and packaging assistance in the indus- 
trv. If you are interested in improved 


packaging, call on us. 


INTERNATIONAL PAPER 


Manufacturers of papers f 


containers + folding cartons « milk conta 


NEW YORK 17, N.Y 


bapers and paperboards f 


y + lumber, plywood and 





UTICA DROP FORGE & TOOL DIVISION - 


118 


UTICA 
UNWRAPS 
A NEW 
BENT CHAIN 
NOSE 
PLIER 


4 \ “Electronic Plier-of-the-Month”’ * July and August 





Never before available on an industry-wide basis! This month’s 
Utica special is the #25-5 ...a new bent chain nose plier designed 
to grip, twist and loop very fine wire in closely confined areas. It’s 
ideal for work on chassis as well as other subminiature electronic 
assemblies. Special features include 60° angle bent chain nose @ 
Beveled edges full length of jaw @ Fine serrations in jaws to pre- 
vent nicking or marking ¢@ Primer coated dipped cushion grip 
handles and Bauer spring to reduce operator fatigue @ Induction 
hardened edges @ Gleaming finish © Backed by Utica’s famous full 
guarantee. Write for complete information on the #25-5 or the 
Utica Electronic Plier of the Month program. Or ask to have your 
Utica distributor call! 
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Lease or Buy? 
(Continued from page 114) 


be used during that period to 
earn an income. The amount of 
this otherwise unavailable bit of 
income should therefore be con- 
sidered as a deduction from the 
amount of a deferred payment. 
This “present value concept” of 
delayed payment presumes that 
the money not required for im- 
mediate use would be invested 
to return an income. 

This concept is at odds with 
the theory that all obligations 
should be met at once to main- 
tain liquidity. 

However, as long as deferring 
a payment does in fact free funds 
from immediate need, there is the 
ypportunity to use those funds for 
additional gains and the concept 
must be considered to 
beneficial effect on 
revenues 


have a 
corporate 


What Management Expects 


(Continued from page 59) 


the price of a lunch or a pair of 
tickets. (Too low a salary policy is 
an invitation to such corruption.) 

5. The favorite supplier always 
has an opportunity to meet the 
low bid (until ultimately all real 
bidding ceases). 

6. Invoking of phantom compet- 
ition is considered “smart”. 

7. Buyers are too timid to face 
head on the reprehensible prac- 
tices of collusive bidding, associa- 
tion pricing, industry list prices 
and other questionable practices 
which bring discredit on all busi- 
ness and our whole free enter- 
prise system. 

To improve on the job we're 
doing, your specifications for col- 
lege trained recruits should be as 
high for purchasing as they are 
for any other function in the com- 
pany. Management has come to 
realize, I believe, that purchas- 
ing must not be staffed with cast- 
offs from other functions as it 
frequently was twenty five years 
ago. Only when skilled purchas- 
ing people of high integrity reg- 
ularly demonstrate their ability to 
produce profits, will we be pro- 
viding our managements with the 
results they have a right to ex- 
pect. 
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Free booklet tells you 
what to look for in a 
pressure-sensitive tape 


Here’s a handy, new booklet that gives clear, concise 
answers to nearly any pressure-sensitive tape problem. 
It’s based on Johns-Manville’s long years of experience 
in the manufacture of tapes for electrical and industrial 
applications. It’s called “How To Select A Pressure- 
Sensitive Tape,” and tells you how to effect important 
economies; help speed production; eliminate knotty 
mechanical difficulties. It tells: 


© Why the adhesive qualities of a tape are as important as the backing 
material. 

© What causes tape failure; and how to prevent it. 

© A glossary of terms associated with pressure-sensitive tapes. 


© A complete list of authoritative technical data files available. 
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JOHNS-MANVILLE Ul 


PeROoUCTS 


DUTCH BRAND® TAPES 
BOX 14, NEW YORK 16, N. Y. 


Please send me a free copy of “How To Select A 
Pressure-Sensitive Tape.” 


NAME 





ADDRESS 





CITY 





COUNTY STATE 
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NEW DOERR 14-PAGE 


as 


AND MOTOR 
‘IDEA BOOK’ 


ARE YOU an original equipment manufacturer? If so, you'll 
get lots of practical, job-solving suggestions from this new 
14-page “idea book’’ of DOERR electric motors... useful 
data for designing, selecting and specifying. It shows many 
DOERR special designs that can help you. It also gives you 
complete dimension and price data on DOERR standard 
motors...in time-saving, condensed form. Put the new 
DOERR “idea book” to work for you... 

Get Your Copy...Write Today, 
on Your Company Letterhead to... 


OERR 


ELECTRIC 
CORPORATION 


DOERR OFFERS: 


@ Standard and special motors in 
fractional and integral hp. ratings. 


@ Drip-proof, totally enclosed 
and explosion-proof types. 


@ Face-mounted and flange- 
mounted models; brakemotors. 


@ Right-angle gearmotors to 5 hp. 

@ Full co-operation on specials. 
90 N. FOURTH AVE. 
CEDARBURG « WIS. 
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COES 


KNIFE ¢Oo. 
MACHINE KNIVES 


Standard and 
special blades of 
solid or composite 
steel, for all 
machine knife 
applications. 


MACHINE 
WAYS 


Hardened-and-ground steel 
ways, guides, and wear plates 
in sizes and shapes to meet 
your specifications. 


COES KNIFE COMPANY 
70 COES ST., WORCESTER, MASS. 
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‘Who makes the most “Magnetic Metals, 
uniform magnetic cores?”’ of course!’’ 


ia 


; 
bap? 2 hia) 
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When you’re faced with an order for magnetic proof Centricore cases permits use of a thinner 
cores with closely matched characteristics, tape- gage aluminum that shaves fractions of an inch off 
wound Centricores® will fill the bill exactly. their size—fractions that can add up to precious 
They’re the most consistently uniform cores inches when you want to scale down component 
available anywhere. dimensions. Centricores are the slimmest magnetic 
Centricore uniformity begins with the careful cores on the market. 

screening of raw materials for the exact magnetic With Centricores—and all Magnetic Metals 
properties you need, is maintained in winding products—comes expert, interested help with any 
through use of special machines of our own design, specification problems you may have. And you can 
and completed with annealing under rigidly con- depend on prompt delivery from either our East 
trolled conditions. The rugged design of the leak- or West Coast plants. Write or call today. 


MN |scxeric 


NIAGNETIC METALS COMPANY 
Hayes Avenue at 21st Street, Cainden 1, N.J. 

853 Production Place, Newport Beach, California 
transformer laminations « motor laminations « tape-wound cores 
powdered molybdenum permalloy cores « electromagnetic shields 
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84 YEARS AGO ! 


Unlike the first ‘Buffalo’ air cooler (shown, in principle, above), today’s air 
conditioning units can cool, heat, filter out dust and dirt... humidify and 
dehumidify in any combination required. 


In fact, there is a ‘Buffalo’ unit for every standard or special need in office 
and public buildings, factories, ships, and hospitals. : 


I 
2 
3 


3 


. H&V Cabinets 

. PCB Cabinets . 
. PCHW Cabinets 
. PC Cabinets . 


Four standard units can be furnished in a wide range of 

“‘specified’’ performance: 

Heating and/or Ventilating 
Zone Control Air Conditioning 
High Pressure Air Conditioning 
Central Station Air Conditioning 


Optional equipment, such as electronic air cleaners and non-sparking alumi- 
num wheels, are also available to increase the overall efficiency or multi- 


service utility of each unit on its particular job. 


And, ‘Buffalo’ units are sound conditioned to 
deliver peak performance. ..quietly. 


The ‘Buffalo’ representative nearest you has 
all the facts. Call him today...or write our 
home office direct 


‘Buffalo’ Heating 
and/or Ventilating Cabinet 


AIR HANDLING DIVISION 


BUFFALO FORGE COMPANY 
Buffalo, New York 


— Canadian Blower & Forge Co., Ltd., Kitchener, Ont 


r Buffalo air handling equipment to move, heat, 


cool, dehumidify and air and oth ase 
s 
it 7 Buffalo Centrifugal Pumps to handle most liquids 
Buffalo Machine Tools to drill, punch, shear Py » and siurries under a variety of conditions. 
plant mainten \ 6 wa 


notch and cope for production or 


Squier machinery to pr s sugar cane, coffee and rice. 


Special processing machinery for chemicals, 
ete 
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Outlook for Coal 
(Continued from page 59) 

ductions in the transportation cost 
of coal. Instances are barge lines 
—sponsored and, in a number of 
cases, actually founded and oper- 
ated by coal interests—the coal 
pipeline of Consolidation Coal 
Company in Ohio, and many re- 
ductions in coal freight rates made 
by the railroads. In fact, the rail- 
roads are taking a more realistic 
view of coal freight rates than 
ever before as evidenced by the 
introduction by them of volume 
rates, trainload rates, and tide- 
water rates. 


Expect Great Advances 


The year 1961 will be a monu- 
mental period for the coal in- 
dustry because of the new empha- 
sis placed on research. It may 
not be the year of greatest ac- 
complishments but it will mark 
the start of the greatest number 
of coal research projects ever be- 
fore undertaken in this country. 

The electric utility is coal’s 
Number One consumer. Last year 
almost 174 million tons were used 
to generate electric power. The 
1961 figure will be approximately 
185 million Through re- 
search, the utilities are able to 
generate a kilowatt-hour of elec- 
tricity with 25% less coal than 
was required ten years ago. 

Coal generates more electricity 
than oil, gas, and water power 
combined. So we are naturally 
enthusiastic about predicted as- 
tronomical increases in electric 
power requirements. While fur- 
naces have been developed to 
warm homes cleanly and con- 
veniently with coal, the industry 
is also looking to households as 
indirect consumers of coal. We are 
actively engaged in promoting the 
use of electricity for home heat- 
ing. Chicago happens to be one 
of the more promising markets 
in this respect. Many new homes 
are being designed for electric 
heat. A new twin 60-story apart- 
ment development is to be en- 
tirely heated with electricity. 

The commercial market offers 
another example of the coal in- 
dustry’s greater advances toward 
more convenient and more ef- 
ficient coal use. This market in- 
cludes not residences, but 


tons. 


only 
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schools, hospitals, commercial and 
apartment buildings, and smaller 
plants and factories. In a number 
of installations, automatic coal- 
fired boilers provide both heat 
and air-conditioning. 

We are now in the midst of the 
greatest coal research effort ever 
undertaken in this country. There 
are already a number of major 
programs under consideration, in- 
cluding these proposals: 

(1) To develop a_ pulverized 
coal-fired burner for use in con- 
ventional iron ore sintering proc- 
esses. At the present time, gas 
or oil is used as fue] for sintering 
furnaces. 

(2) To develop a combined gas- 
combustion unit specifically de- 
signed to generate process heat 
from fine coal. Such research 
would be aimed at supplying hot 
gas from coal to boilers, gas tur- 
bines, metallurgical furnaces, 
glass and ceramic kiln, and for 
chemical processes 

(3) To determine the feasi- 
bility of ultra-fine pulverization 
of coal for possible mixture with 
diesel oil for use by the railroads. 

(4) To develop a process for 
producing valuable chemical in- 
termediates, such as synthetic gas 
and oxygenated aliphatic com- 
pounds, from bituminous coal by 
high-speed partial combustion un- 
der conditions similar to those 
existing in jet engines. 

In 1960, the bituminous coal 
industry produced 413 million 
tons. It was not a good year, but 
we have seen worse since the end 
of World War II. Even the most 
pessimistic experts foresee a 
steady though modest rise in coal 
demand in the coming years 
Some economists go so far as to 
predict that current bituminous 
coal production figures will be 
50% greater by 1975 

However that may be, the coal 
industry is not waiting for rising 
population and better standards 
of living to bring us more busi- 
ness. We are embarked on the 
most aggressive sales campaign 
in our industry’s history. The Na- 
tional Coal Association’s market- 
ing department is out in the field 
with a full-time staff of competent 
sales and engineering personnel 
—out to hold markets already 
using coal and to attract new 
business. 
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2” UP THE CREEK 


eee WITH A PUMPING PROBLEM ? 


In industry, there is nothing humorous about a pumping problem. Mainte- 


“* 


nancewise and productionwise, they’re expensive. Under-designed pumps 

are often the cause. 

If your pumping problem involves corrosion, abrasion, temperature, pres 

sure, or clogging, there’s a correctly designed ‘Buffalo’ pump of the right 

material and capacity to deliver peak performance at less cost...longer 
Single Suction ........... to 1100 gpmand 360’ head 
Double Suction .......... to 14000 gpm and 400’ head 
Multi-Stage, High Pressure ...to 900 gpm and 1500’ head 
Chemical Liquid. .....,... to 1100 gpmand 360’ head 

The ‘Buffalo’ representative nearest you will be glad to recommend the 

pump specifically designed to produce maximum results in your application. 

For applications too specialized for standard pumps, ‘Buffalo’ has 84 years 

experience in building “‘specials’’. A call to our rep- 

resentative will solve your problem...now! 


New hermetically sealed pump for safe handling 
of toxic, volatile and low vapor pressure liquids. 


BUFFALO PUMPS DIVISION 


BUFFALO FORGE COMPANY 
Buffalo, New York 
Canada Pumps Ltd., Kitchener, Ont. 


} Buffalo air handling equipment to move, heat, 
cool, dehumidify and clean air and other gases. 


" Buffalo Centrifugal Pumps to handle most liquids 
Ss and sturries under a variety of conditions, 


Buffalo Machine Tools to drill, punch, shear, bend, siit, 
notch and cope for production or plant maintenance f 6 


Squier machinery to process sugar cane. coffee and rice. 
Special processing machinery for chemicals. 
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Any way you look at Roebling Royal Blue Wire 
Rope, there's real savings in it for you. In its inner 
and outer uniformity. In its extra-high strength. 
In unison, these qualities provide unrivalled 
resistance to abrasion, impact, crushing and 
tough sheave pressures. Royal Blue—inside and 


outside—goes on paying off for you when lesser 
wire rope would need replacing. Find out more 
from your wire rope distributor, or write for free 
booklet to Roebling's 
Wire Rope Division, 
Trenton 2, New Jersey. 


ROE BLINGEe 


Branch Offices in Principal Cities 
John A. Roebling's Sons Division 


The Colorado Fuel and Iron Corporation. 


We put a lot of work into it — 
You get a lot of work out of it 
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The man 
with the 


“know 
power” 


Because your purchasing activities have such an important effect on 
the overall profits of your company, you need sound facts to support each 
of your buying decisions. That is why the Industrial Tape Division of Minne- 
sota Mining and Manufacturing Company takes special pains to see that 
you get the kind of information you need. Your 3M Representative or 
““SCOTCH’”’ BRAND Tape Distributor can furnish full facts concerning tape 
applications. He can help you suggest cost-saving ways to use tapes in 
production, packaging, and maintenance. He has the backing of exten- 
sive 3M laboratory ‘‘know-how”’ to help you predict shelf life of tapes 
and gain the advantage of larger quantity discounts. And he can help 
you be sure the correct tape is selected to fit any of the diverse 
applications throughout your offices, factories, or warehouses. 

Call your 3M Representative or ‘‘ScoTCH’’ BRAND Tape Distrib- 
utor today for the information you need. Or, write 3M Company, 

900 Bush Avenue, St. Paul 6, Minnesota, Dept. |BJ-71. 


...can confidently choose 


SCOTCH BRAND :23:3""" 


Minnesota iininc ano JVANUFACTURING COMPANY 
... WHERE RESEARCH IS THE KEY TO TOMORROW 


**SCOTCH'' IS A REGISTERED TRADEMARK OF 3M CO ST. PAUL 6, MINN. 
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PROBLEM: 


Produce forgings to close tolerances for 
customer without machining facilities. 


5 eee : > 
Bo eee a 
é 


sig | 


SOLUTION: 


AmForge engineers designed forgings of such tolerances that 
no further machining was required. Many thousands of these 
parts have been produced over the years with no tolerance 
problems for the customer. In checking early installations, 
forged parts were found to be as good as when first placed 
in service. 

If you have a similar problem part, consult AmFonge. Write 
for our new brochure and the name of your nearby AmForge 
sales engineer. 


Remember: your problems ... our challenge! 


a division of American Brake Shoe 
Company, 1220 West 119th Street, 
Chicago 43, Illinois. Two plants in 
Chicago, one in Azusa, California 


WHEN IT'S A VITAL PART, DESIGN IT TO BE Fee ro; 
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Foreign Buying 
(Continued from page 53) 


tion to come to its senses. As you 
know, Chevrolet and Ford now 
sell copies of the Volkswagen 
Micro Bus and delivery van. 

Bargain hunting Purchasing 
Agents can often find cheaper 
foreign materials or components 
for their products which result 
in cost reductions and increased 
sales here and abroad. I recently 
talked with executives of a firm 
which had just switched to spe- 
cial Japanese bulbs at seven cents 
each which are fully as good as 
the eighteen cent American ones 
they had used in all of their prod- 
ucts. 


Views of Unions Vary 


The most spectacular potential 
gains from more foreign competi- 
tion are to be found in the in- 
creased exports that would re- 
sult. Foreigners are properly awed 
by our tremendous productive 
power and efficiency. The major 
limitation on their buying more 
from us is their inability to earn 
more dollars by selling us more. 
Widespread new export oppor- 
tunities are possible only with an 
increasingly liberal commercial 
policy. As the song goes—‘You 
can’t have one without the other.” 

The role of American labor in 
all of this is ambiguous. Their in- 
terests as consumers are, of 
course, best served by free trade, 
but their interests as producers 
ean conflict. The positions of in- 
dividual unions vary widely. With 
notable exceptions such as the 
free-trading United Steelworkers, 
they reflect the positions of their 
employers. The unions in the 
needle trades, for example, owe 
their continued strength to the 
maintenance of domestic produc- 
tion in the face of considerable 
foreign competition. It is certainly 
in their institutional interest as 
well as in the short-run interest 
of their members, as producers, 
to support, as they do, the pro- 
tectionist pleas of their employers. 

Because of the diverse interests 
of its member unions, it is improb- 
able that the AFL-CIO would 
ever adopt a more definite posi- 
tion on foreign competition than 
the well-hedged generalities which 

(Please turn to page 128) 
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KHP SERIES SHOWN ACTUAL SIZE 
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Nhaving rare longevity 


This small, 4-pole relay has the happy faculty of maintaining its original operating KHP SERIES SPECIFICATIONS 

tolerances over an exceptionally long life. Example: tests (by customers!) show this CONTACTS: 

relay has variations in electrical characteristics of less than 5% after more than 100 Arrangement: 4 Form C, 2 Form Z 

million operations. Material: %;” dia. Silver standard. S 
But that’s far from all. This is a smai/ relay . about a one inch cube. This relay lem Guide end GUS aey ees 

is easy to install using the conveniently spaced solder lugs or a socket. Thus you 

save time and production costs. This relay is 

switch loads from dry circuit up to3 an 

and see for yourself! Order today fro 

5-5251, in Princeton, Indiana. 


Rating: 3 amps @ 30 volts DC or 115 
versatile . . . its 4PDT contacts will > aap Baa <ccpitatan iene 
peres. This relay--well, why not order samples cols: 
r P&B representative or call us at Fulton Resistance: 11,000 ohms max 
Temperature: Operating Ambient 
+70°C. 
Power: 0.5 watts min operate 


watts nom. @ 25°C. 2.0 watts max 
6 HIGH NUMERALS -RAISED 005 APROX 


eee TIMING VALUES: 

nb t 1 Nominal Voltage @ 25°C. Max 

Pull-in time 
: = . Drop-out time 

ba. &'& & INSULATION RESISTANCE: 1500 megohms min 

j A SIL So DIELECTRIC STRENGTH: 
- 500 Volts RMS 60 cycles between contacts 
3 a4 |: 2 Qi 4) 1000 Volts RMS 60 cycles between other elements. 


MECH. LIFE: In excess of 100 million cycles 
LO® ©} SOCKET: Solder lug or printed circuit terminals. 
— 


| Available as accessory. 
“teu 27 _| DUST COVER: Standard. 


- TERMINALS: Solder lug and taper tab 


Values 
15 ms 
5 ms 


P&B STANDARD RELAYS ARE AVAILABLE AT YOUR LOCAL ELECTRONIC PARTS DISTRIBUTOR 


©) POTTER & BRUMFIELD 


DIVISION OF AMERICAN MACHINE & FOUNDRY COMPANY 


e PRINCETON, INDIANA 


IN CANADA: POTTER & BRUMFIELD, DIVISION OF AMF CANADA LIMITED, GUELPH, 


ONTARIO 





BEARINGS, BUSHINGS, BARS AND SPECIAL PARTS OF CAST BRONZE, SINTERED METALS, ALUMINUM ALLOYS AND NYLON 


128 


te, Bruillone Sbrytee! 


4 Bunting 


4 


bearings and parts 


Take the simple, sure, direct route to lower manufacturing 
and maintenance cost. Design into your product Bunting 
Standard Stock Bearings. You avoid inventory investment, 
delays, confusions, production problems by the immediate 
availability in small or large lots, from local distributors all 
over America, of hundreds of different stock sizes of com- 
pletely finished cast bronze and sintered bronze bearings and 
bars, aluminum bars and Nylon shapes. 


Special design bearings not obtainable from stock can be pro- 
cured immediately at low cost from Bunting fully equipped 
machine shops in five industrial centers. The wide range of 
sizes of Bunting Stock Cast Bronze and Sintered Bronze Bearings 
makes the alteration of a stock item to a special bearing easy 
and economical. Bunting Cast Bronze, Sintered Bronze, Alum- 
inum Bars and Nylon shapes provide the materials for special 
requirements which cannot be made from stock bearings. Your 
local Bunting Distributor can arrange for such work. 


A large staff of bearing engineers in the field stands ready to assist 
in the use of these Bunting stock products and in the designing of 
bearings or components for extraordinary applications. Two big, 
modern plants assure ample production capacity at all times for bear- 
ings and parts made from all modern metals and materials, 


See Bunting’s complete catalog, Sweets Product Design File 11C/BU or 
ask for Bunting’s General Catalog, Form 158; Nylon Catalog, Form 32; 
Technical Handbook on Bunting Nylon, Form 33; The Technology of Bunting 


Aluminum, Form 46; Engineering Hardbook of Powder Metallurgy, Form 1; 
Bunting Machine Shop Service, Form 4. 


The BUNTING Brass and Bronze Company 


TOLEDO 1, OHIO 
BRANCHES IN PRINCIPAL CITIES 
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constitute its present policy. 

Two broad economic consider- 
ations bear on our subject— wage 
and price trends here and abroad. 
The most startling data on the 
challenge of foreign competition 
are simple comparisons of wage 
rates. Ours are invariably much 
higher. But a comparison of hour- 
ly wage rates is meaningless. We 
would have to look at the total 
employment costs per unit of out- 
put, here and abroad. This data 
is difficult or impossible to obtain 
with precision, but we know that 
fringe benefits are much higher in 
relation to foreign wages. Also, 
foreign governments provide 
workers with many more social 
benefits out of taxation than is 
true here. We are famous for high 
output per man hour as compared 
even to foreign plants with iden- 
tical equipment. Foreign managers 
and engineers are usually amazed 
at our high labor productivity. 
This may surprise those with labor 
relations experience, but Ameri- 
can employers have much more 
freedom than do most of their 
foreign counterparts to direct the 
working force, to discipline, dis- 
charge, and to lay off workers. 
All of these things help reduce 
our unit labor costs. 

A recent government study 
showed that the rate of increase 
in unit labor costs in U. S. manu- 
facturing industries from 1938 to 
1957 was lower than that in 
France, Italy, Germany, the 
United Kingdom, Sweden, the 
Netherlands, and Japan — our 
toughest competitors. The  sus- 
tained industrial boom in these 
countries is causing increases in 
labor costs and is forcing prices 
up. 
A comparison of domestic price 
indices from 1938 to 1959 shows 
no deterioration in the U. S. po- 
sition. Department of Commerce 
data show that the prices of goods 
imported into the U. S. have been 
rising much faster than prices of 
domestic merchandise. We have 
been better able to control in- 
flation (which would hurt our 
competitive position) than have 
most other countries, and we face 
less inflationary pressure now 
(Please turn to page 130) 
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Marsh 
lastrument 


“READ-EASY"™ 


“New look" in dials 
Marsh “Read-easy"’ dial has twice as many cali- 
brations as old style dial, but is read more 
easily and accurately. 


CONVENTIONAL 


ALL THIS: 
@ Sturdy bonderized case 
@ Brass screwed ring with bevelled glass 
@ “Recalibrator'’ standard 
@ New “Read-easy"’ dial 


© Copper alloy bourdon tube, silver brazed—or 
—stainless tube with 303 stainless tip and 
socket. 


e@ Bronzed bushed movement—or—stainle 
steel and mone! movement. 


e Ranges of 15—30—60— 100— 160—200—300— 


600—1000 Ibs. and 30” vacuum. bottom 
connection. 


MARSH 


; 


“THE STANDARD 
“a ‘OF ACCURACY” 
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A remarkable new series 
of 2'2-inch gauges 


Senuice Gauge 
Quality...Accuracy...Stamina 
— along with real economy! 


Here is a life-size illustration of today’s best answer to the need 
for a 2'%-inch gauge of high quality, guaranteed accuracy, 
sturdy construction and advanced design . . . and along with this 
unprecedented value and economy made possible by Marsh 
manufacturing facilities and resources. 

All of these gauges have sturdy, black bonderized cases with 
blow-out plugs and brass screwed rings with bevelled glass as 
used on the finest Marsh Gauges. This screwed ring gives easy 
access to the ““Recalibrator’’ which is standard on all “‘Service 
Gauges.” 

Every gauge is guaranteed accurate within 1% of dial reading. All 
have the “‘Read-easy”’ dial as used in the finest Marsh testing 
gauges. Ranges are 15—30—60—100—160—200—300—600 
and 1000 pounds; also 30” vacuum. All are standard with %4 
male bottom connection. Two types are available to cover a 
wide range of uses: 

Type 11 is for media not corrosive to brass. It has a silver-brazed 


copper-alloy bourdon tube, and the excellent bronze-bushed 
movement so well respected in the Marsh “‘Quality”’ line. 

Type 11S is for corrosive media where stainless steel is indicated. 
It has a 316 stainless steel bourdon tube with 303 stainless steel 
tip and socket. Movement is the finer stainless steel and monel 
type. 

Get all the facts about this remarkable new example of Marsh 
quality and value. 


al 
Ask For New Bulletin het won ale 
y 


MARSH INSTRUMENT COMPANY, Dept. G, Skokie, Ill. 
Division of Colorado Oil and Gas Corporation 

Marsh Instrument & Valve Co., (Canada) Ltd., 8407 103rd St., Edmonton, Alberta, Canada. 
Houston Branch Plant, 1121 Rothwell St., Sect. 15, Houston, Texas. 
Eastern Seaboard Warehouse: Marsh Instrument Company, 1209 Anderson Ave., Fort Lee, N.d. 


GAUGES * THERMOMETERS * VALVES 
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_ for pipe PLUS” 
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When you order pipe from Foster you get several big 
“pluses” in service and savings. 

First, Foster warehouses always stock the exact pipe you 
want, in any quantities—lengths or carloads. 

Second, you get big savings as a result of lowest possible 
material costs through single-source buying, combination 
shipments, and lower freight rates from Foster’s strategi- 
cally located warehouses. 

Third, delivery is always “Faster From Foster.” 

Foster’s nationwide warehouses carry complete stocks of 
every standard item of Tested Pressure Pipe 1/8” thru 42”, 
including hard-to-get Large OD’s, Heavy Walls, and Seam- 
less Carbon Pressure Pipe. We can also supply a complete 
range of Valves, Fittings and Flanges. 

And for unusual savings, check Foster Structural Pipe 
1/2” thru 60”. It’s ideal for hundreds of non-pressure uses, 
foundation piling and limited service lines. 


Write L. B. FOSTER CO. for Pipe Data Chart PA-7. 


Pittsburgh 30, New York 7, Chicago 4, Houston 2, 
Los Angeles 5, Atlanta 8, Cleveland 35. 


“f 
Pipe + Valves + Fittings + Piling * Track Material 
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Foreign Buying 

(Continued from page 128) 
than do most of them. If, how- 
ever, we re-achieve a high rate of 
economic growth, it may have in- 
flationary effects which would 
hurt our world trade position. 

Some important political con- 
siderations pervade our subject. 
The nations of the free world— 
whether mature industrial coun- 
tries, or newly independent coun- 
tries—-need foreign markets. 
Whereas exports account for only 
about 5% of our GNP, they con- 
stitute 20% for the UK, 30% for 
Sweden, 25% for Germany, and 
49% for the Netherlands. Al- 
though international trade is prob- 
ably less important to us than to 
any other nation in the free world, 
we are such a large and weal- 
thy potential market that small 
changes, by our standards, in our 
commercial policy can have tre- 
mendous effects on the health of 
other countries. If these countries 
are not allowed to compete in the 
American market, they will find 
Russia and China eager to jump 
into the breach. 

We have put a great deal of 
money into the economic better- 
ment of the post-war world. We 
have often used our aid programs 
and our immense power as levers 
to force trade liberalization among 
other countries, and for years, be- 
cause of their dollar shortages we 
willingly accepted their discrim- 
ination against our products with- 
out retaliation. Now the health of 
these countries has allowed them 
to remove most discrimination 
against the dollar, and we are 
beginning to enjoy our full share 
of the benefits from international 
trade. 

We would have squandered bil- 
lions of dollars and years of en- 
lightened and unselfish leadership 
in the cause of free world progress 
if we were now to reverse our- 
selves, and move toward increased 
trade restrictions. Our national 
economic well being and the facts 
of world economics and politics 
require us to continue our leader- 
ship for trade liberalization. We 
cannot exercise effective world 
leadership if we are afraid to put 
into international operation our 
belief in the benefits of competi- 
tion.  & END 
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- INEERED FOR LONGER LIFE-- 


ae 


Teton nth OO ‘self lubricat- 

gives cob yal perms 

ng temperature; 

“Teslent wil not take permanent 

set under pressure, eliminates 
-retightening. 


yA steel body — A-105-11 


Phosphate coating—clean, over- 
all protection. 


Individually ins 
vaive cleaned 
eign matter, 


cted — each 
chips and for- 


e 
© 
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Pipe threads—ieak proof; 
threads accurately cut and 
double-checked by Army-Navy 
gaging practice. 


6 Handle — precision fit to stem. 


7 Stem — extra-heavy #303 stainless 
steel; ground to close tolerance. 


& Sealant on Gland Nut — perma- 
nently tight. — 


& Upper Seat — allows repacking 
under pressure while valve is in use. 


10 Bonnet — power tightened so it can- 
not be accidentally disassembled. 


11 stem thread — 
vent galling. 


lubricated to pre- . 


12 Pipe Openings — precision aligned 
for easy makeup. 


NOW... every fine quality 
in one needle valve... 
globe or angle pattern. 


SOLD ONLY THROUGH 
RECOGNIZED DISTRIBUTORS 











) globe pattern- 
angle pattern 
also available 


This new needle valve was made to 


reduce maintenance 


Long, trouble-free life has been engineered into this 
Capitou forged steel needle valve. 
Intensive study of forged steel needle valves in service 
showed the vulnerable points. CapiroL combined proven 
design, quality materials and careful workmanship to pro- 
duce a superior needle valve. 
Packing problems are eliminated with miracle Teflon, rec- 
ommended for temperatures to 450° F. Tight connections 
are assured by more pipe threads, double checked by Army- 
Navy gaging practices. All 12 major features, listed at the 
left, combine to insure worry-free service. 
Service: Engineered for service in chemi- 
cal, petrochemical and allied process in- 
dustries. Pressure Rating: 5000 psi at 
70°F. Testing: Each valve leak-tested at 
100 psi; custom-testing to 10,000 psi upon 
request. Sizes: 4g” thru 4”. 


CAPITOL MANUFACTURING CO. 
Division of Harsco Corporation, 
Columbus, Ohio 


CAPITOL 
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Fast Delivery 
on Custom 
Requirements 


Helical Speed Reducers 


Single - 


You get fast action when 
you come to Horsburgh & 
Scott with your speed 
reducer and gearing prob- 
lems. 


We are able to meet your 
specifications—or design and 
build to your specific needs— 
products of highest quality, 
backed by the experience and 
reputation of many years as 
leaders in the gearing field. 


Double 


le) o)i-Mad-tollkondzola 


Maintaining one of the largest 
stocks of patterns and blanks. . . 
special equipment and _ special 
tooling—much of it designed and 
built in our own plant—enables 
us to engineer and produce a wide 

range of custom gearing 
and transmission require- 
ments, economically and 
practically as fast as you can 
obtain them from stock sources. 


Overall design conforms to Saw. 
AGMA specifications Qh: 


Write for details on wide size and 
capacity range of H&S Speed 
Reducers— Helical, Herringbone, 
Worm Gear and combinations. 


LRA The HORSBURGH ¢ SCOTT CO. 


5112 Hamilton Avenue ° 


Cleveland 14, Ohio 


Specializing in fast production of quality Speed Reducers and Gearing to meet custom requirements. 
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The Copper Market 


(Continued from page 63) 


mines at the end of this month 
and the fear that the price of 
copper may go still higher even 
though it rose two cents a pound 
last month to 31 cents-a-pound. 

Abroad the demand has been 
accelerated by fears of production 
disturbances in Katanga, in 
Northern Rhodesia, and in Chile. 
Foreign consumers depend large- 
ly on these areas for their copper 
supply. This demand pressure at 
home and abroad is largely re- 
sponsible for the price advances 
that have taken place despite the 
fact that there is a world copper 
surplus. 

That there is no real shertage 
of copper is evidenced by the 
fact that at the end of March 
the world’s surplus stocks of un- 
sold copper in the hands of pro- 
ducers had reached the all-time 
staggering total of 477,000 tons. 
Because these stocks had been 
mounting steadily, cutbacks in 
copper production were resorted 
to by the world’s leading copper 
producers so as to avoid glutting 
the markets with unsaleable met- 
al. The mounting stocks threat- 
ened to force the price down to 
a ruinously low level. 

By the end of April, the 
world stocks were reduced by 
some 29,000 tons, but I doubt 
whether this reduction represent- 
ed an actual increase in consump- 
tion by 29,000 tons. What prob- 
ably happened was a transfer of 
stocks from producers’ hands to 
those of consumers, partly for in- 
ventory purposes and partly for 
consumption. 

Producers are as much averse 
to runaway markets as are con- 
sumers. Excessively high prices 
lead to substitution which produc- 
ers are determined to combat. I 
am of the opinion that before the 
copper price goes any higher, 
most of the production cutbacks 
will be discontinued. 

At what price level consumers 
begin to cast about for substitutes 
is difficult to determine. Some 
place the figure at 33 cents-a- 
pound. One thing, however, is 
certain: producers will not run 
the risk of pricing their metal out 
of the market. 
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1. Pull towel down... 


The Steiner 
Serva-Matic... 


‘your 
towel costs 


When you combine the economy of Steiner roll 
towels with the controlled, automatic dispensing of the 
Steiner Serva-Matic, you get results that can reduce 
your towel costs by as much as 30%. 


Controlled dispensing — You can adjust the Serva- 
Matic to dispense towels at the rate you want—the 
best rate for your washroom traffic flow. The Serva- 
Matic automatically dispenses one unfolded towel that’s 
ready to use. Users can take only the towels they need. 
There is no opportunity to grab a handful that isn’t 
needed or used and then thrown away. 


Automatic dispensing—The Serva-Matic is the 
‘Smee ial 


DRI-MASTER 
Roll Towel Dispenser 





























AMERICAN AUTOMATIC 
Roll Towel Dispenser 


TISSUE-MASTER 
Tissue Dispenser 


2. One towel 
Uh Coluar-hiter-1ihy] 
cut off... 





3. Withholds 
T-Terelalem coh i=) 
until 
firstis used... 


only dispenser to elirninate buttons, cranks and tear 
offs. Automatic dispensing eliminates waste and in- 
creases user satisfaction. The Serva-Matic uses eco- 
nomical roll towels. One case of Steiner roll towels 
equals approximately two and one-third cases of folded 
towels. You need less inventory and less storage space 
with Steiner roll towels. 


Complete line—Steiner Company offers you con- 
trolled dispensing of sanitary paper products for every 
washroom need. Why not write today for more infor- 
mation on the advantages of economical controlled 
dispensing for your washroom? 


STEINER COMPANY 


740 Rush St. + 


Chicago 11, Ill. 
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MULTIPLY 
YOUR 
PROFITS . 


with MILFORD “MULTIPLES!” 


The “Multiples” that keep assembly 
costs down while increasing production 
and profits are standard Milford rivet- 
setting machines operating as a unit. 
The Milford line is designed as “build- 
ing blocks” for multiple units to suit 
your automatic riveting needs. They can 
be flexibly regrouped to meet the next, 
low cost assembly requirement. 


The narrow wedge shape of Milford’s 
No. 56 and 57 permits grouping to set 
rivets head to head and, when grouped, 
the cost of labor and burden is divided 
by the number of heads in the unit. 
Write for Milford’s Engineer’s Kit, so 
you can explore the profit multiplying 
possibilities of Mil- 

ford “Mu'tiples” first J CS 

hand. Or we'll be ~< US 
glad to quote on N -~\ 
your needs imme- 

diately. 


MILFORD RIVET 
& MACHINE Co. 


MILFORD, CONNECTICUT © HATBORO, PENNA. 
ELYRIA, OHIO « AURORA, ILL. « NORWALK, CALIF. 
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CAPE-ABILITY means 


maximum band saw production 


Realize your full production capabilities through the use of Capewell 
band saw blades because they can take the speed and feed any job 
requires. This is possible through advanced materials, manufacturing 
processes and quality control methods developed by Capewell: 


Cravenizing, Capewell’s exclusive process controls the position 
and degree of hardness in the cutting edge. 


Selected analysis steel specially processed for metal cutting 
saws, and in the case of Speed-Band a new double carbide 


alloy, L-100-M, was developed specifically by Capewell to 
provide a superior band saw blade. 


Electronically controlled tempering achieves proper tooth 
hardness. 


Microphotographic records maintained on every production 
lot insure product uniformity. 


Rigid inspection procedures at every step in the manufacturing 


process insure reliable and uniform performance of all bands. 


See your Capewell Distributor and realize your full production capability. 


Hand Hack Saw Blades, Power Hack Saw Blades, Hole Saws, Hammers, 
Ground Flat Stock. 


THE CAPEWELL MFG. CO., HARTFORD 2, CONN. 
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ANOTHER PRODUCT 


THIS 


... 1S the most important 
3/8 of an inch in an 


abrasive belt .. . the joint 


Off-hand grinding needs a belt with 
one type of joint; flat polishing, 
another; wide-belt, still another. 


Fact is, we supply scores of differ- 
ent types of belt joints, each re- 
searched to particular kinds of jobs. 


Each must not only be proper, but 
perfect . . . to avoid bumping, 
chattering, marking, or premature 
breakage. 


If you're having trouble in these 
problem areas, rush a call for 
help. Chances are we can ‘ 
quickly. Call or write Dept. PU-7, 
BeHr-Manninc Co., Troy, N. Y., 
a division of Norton Company. 
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